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Atlantic City, it is reported, gave 
the A. N. A. the keys to the city dur- 
ing its convention there this week. 
But is there anything worth locking 
up in Atlantic City in November? 
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Six advertising agencies submitted 
ideas to the American Tobacco Com- 
pany last week for advertising Her- 
pert Tareyton cigarettes. This in- 
cluded approximately one-tenth of 
one per cent of the agencies which 
have knock-out ideas for advertising 
cigarettes. 

- FT F 


At least one of the new ideas for 
advertising Tareytons submitted to 
Mr. Hill should have included assur- 
ance to the public that you can 
smoke them even if you don’t happen 
to own a silk hat. 
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The five agencies which don’t get 
the Tareyton business may wonder 
whether the A. N. A. has any ideas 
regarding proper compensation for 
this kind of agency service. 
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A correspondent suggests that an 
appeal to congressmen would be the 
best means of improving the postal 
srvice. But congressmen are too 
busy appealing to General Jim on 
other subjects to fret overmuch 
about the postal service. 


a 


Yes, boys and girls, the same fel- 
low who insists on talking about a 
short space of time also enhances de- 
scription in every way, shape, form 
and manner. 
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The hotel managers all had the 
same wonderful idea at the same 
tine—improving service by simply 
requiring all employes to shout “At 
your service” every time a guest ap- 
pears on the horizon. 
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Styles in the country are just the 
same as those in the city, the mail- 
order merchandisers say. Does this 
mean that Sunbonnet Sue has been 
abolished by the AAA? 
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Bill Shakespeare is playing half- 
back for Notre Dame this year. It’s 
time that lad was getting a little 
publicity again. 
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“What really goes on inside your 
body?” asks an advertiser. 
Even if you knew, you wouldn’t be 
Interested. 
Tt FF 


Senator John H. Overton, of Louis- 
lana, says that he made Senator 
Huey Long, of Louisiana. Well, that’s 
Lothing to start bragging about, is 
it, Senator? 
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Red Star Yeast is now being adver- 
tised for use in facial treatments. 
But Fleischmann’s looks on and re 
harks that handsome is as handsome 
does. ' 
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Ink-bottles supplied by the Gen- 
‘ral Pencil Company may be con- 
Yerted into lamps, it appears. Well, 
there’s light in many an ink-bottle, if 
You can pick the writer who’s going 
to use it. 
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Anybody who attempts to high-hat 
‘he movies should be required to see 
‘td hear Grace Moore in “One Night 
*t Love’—or else be deprived forever 
* the opportunity. 


Copy Cus. 


A.6.M. APPROVES 
PLAN TO CHANGE 
FOOD, DRUGS ACT 


“Constructive Revision’ Is 
Okayed at Meeting 


New York, Nov. 22.— That con- 
structive revision of the federal food 
and drugs act is in the public in- 
terest and should effectively prohibit 
false and deceptive advertising of 
food, was officially recognized by the 
Associated Grocery Manufacturers of 
America, holding its 26th annual con- 
vention at the Waldorf-Astoria this 
week. 

To this end, the association passed 
a resolution stating that “the as- 
sociation is only concerned that this 
legislation shall be drawn in due 
form and it offers its support and as- 
sistance to the administration and to 
Congress accordingly.” A _ lengthy 
analysis of the needs for revision of 
the federal food and drugs act was 
presented by the association’s gen- 
eral counsel, Charles Wesley Dunn, 
at the meeting. Roy S. Durstine, 
Batten, Barton, Durstine & Osborn, 
Inc., also spoke. 

Another resolution endorsed the 
principle of and system for descrip- 
tive labeling as recommended for 
adoption under the NRA by the can- 
ning industry. 

Paul S. Willis was re-elected presi- 
dent. R. L. James, vice-president 
and general sales manager, Libby, 
McNeill & Libby, was made first vice- 
president. J. F. Brownlee, vice- 
president in charge of sales of Gen- 
eral Foods Corporation, was elected 
second vice-president and Ralph S. 
Stubbs, vice-president, American 
Sugar Refining Company, was elected 
third vice-president. H. D. Crippen, 
president, Bon Ami Company, was 
made treasurer. 


Suggests Few Changes 


Stating that the revision of the 
Copeland bill will come before Con- 
gress again in its next session start- 
ing in January, Mr. Dunn traced its 
history, including changes, and found 
that the most serious omission is 
provision for an administrative board 
of review. 

Such a board, Mr. Dunn said, would 
be appointed by the President and 
would be empowered to review an 
administrative decision for a crim- 
inal prosecution concerning repre- 
sentations of product value or effect 
alleged by the government to be false 
or deceptive. Judgments adverse to 
the manufacturer should be open to 
prompt court review. 

A provision to this effect is a 
necessary part of the revised act, 
Mr. Dunn asserted, because of its ex- 
tension into the broad field of adver- 
tising. Advertising, he continued, 
goes far beyond the label, to which 
the act now applies solely. It in- 
volves infinite representations of 
product value and effect. 

“In plain justice, the manufacturer 
should be given an opportunity to 
correct an administrative answer 
which he believes to be wrong and 
which is open to fair legal question, 
before he is dragged into a criminal 
prosecution and publicly branded as 
a false advertiser upon the basis of 
that answer. As the situation now 
stands under the bill one administra- 
tive officer has the sole and final 

(Continued on Page 29, Col. 1) 


MAKES OPEN DENIAL 


With Reference To 


FALSE AND MALICIOUS RUMORS 


ths sort have no place in 


rumors We have. theretore, decided te make the following offer 


$25,000.00 REWARD 


t pay $1,000.00 each to the fist twenty-five persons who 

r % erelactary ewdence as fo 
cirqulating OF Geying others to curculate these false and malicious rumors 
fo wyere the sale of CHESTERFIELD Cigarettes 


We all deeply appreciate any cooperation you may wish to give, in 


making the facts in this statement known and in denying the rumors as 
utterly untounded and untair 


LIGGETT & MYERS TOBACCO CO. 


Five-column Liggett & Myers ad- 
vertisement in the "Nashville Ban- 
ner" of Nov. 7 refuting charges 
made in the “whispering cam- 
paign" against this company. This 
is one of the few instances in 
which newspaper space has been 
devoted exclusively to denying 
the rumor. 


NO U. S. HANDICAP 
ON ADVERTISING, 
A. N. A. INFORMED 


Lichtenberg Urses Need for 
Self-Regulation 


Atlantic City, N. J., Nov. 22.—The 
administration will not intentionally 
do anything to handicap advertisers. 
If the program of social legislation, 
which is inevitable, incorporates any- 
thing adversely affecting advertisers’ 
interests, the fault will rest chiefly 
with advertisers themselves for not 
adopting a policy of cooperation with 
the government. 

This was the gist of the report, re- 
assuring in the main, of Bernard 
Lichtenberg, Alexander Hamilton In- 
stitute, chairman of the government 
relations committee of the Associa- 
tion of National Advertisers, deliv- 
ered to members and guests at the 
first open session of the convention 
cn Tuesday. 


(Continued on Page 28, Col. 1) 


A.N.A. Announces Plan 


To Set Up Advertising 
Research Foundation 


Sought for Project 


Atlantic City, N. J.. Nov. 22.—The 
Association of National Advertisers, 
Inc., will move with all possible 
speed to organize an advertising re- 
search foundation, to be under the 
direction of the association and to 


president, R. H. Macy & Co., New 
York, and Dr. Miller McClintock, di- 
rector, Harvard University Bureau 
for Street Traffic Research. The lat- 
ter’s address and a paper by Turner 
Jones, Coca-Cola Company, which 


Snapped just before the annual banquet, these three prominent mem- 
bers of the A. N. A. are Bernard Lichtenberg of Alexander Hamilton 
Institute, Lee H. Bristol of Bristol-Myers Company, and Stuart 


Peabody, The Borden Company. 


At the extreme right is E. A. 


Sutphin, national advertising manager of the "New York Sun," while 
Gilbert Hodges, member of the executive board of that paper, is in 
the background. 


be jointly supported by the advertis- 
ers and all advertising interests. 

This announcement by Allyn B. 
McIntire, president of the associa- 
tion and vice-president of the Pep- 
perell Mfg. Company, climaxed the 
closing session of the three-day con- 
vention here yesterday. 

Lee H. Bristol, vice-president, 
Bristol-Myers Company, reported on 
the reaction of members to the study 
of agency compensation just com- 
pleted by the association, and urged 
agents and publishers to join with 
advertisers in working toward the 
improvements suggested by its con- 
clusions. No guest responded to the 
invitation to comment on the report. 

Other speakers at this session 
were Paul Hollister, executive vice- 


Last Minute 


News Flashes 


Maine Development Commission Names Ayer 


Boston, Mass., Nov. 23.—The Boston office of N. W. Ayer & Son, Inc., 
has been appointed to direct advertising of the State of Maine Develop- 


ment Commission. 


It is understood that an appropriation of $250,000 for 


use in newspapers, magazines and radio will be made available. 


Coyne School Appoints McJunkin 


Chicago, Nov. 23.—Advertising of the Coyne Electrical School, Chicago, 
has been placed with McJunkin Advertising Company of this city. National 


magazines are being used. 


Cormier Joins American Broadcasting 


New York, Nov. 23.—A. A. Cormier, associated with WOR for eight 
years in executive capacities, has joined American Broadcasting System 


as vice-president in charge of sales. 


was read by Stuart Peabody, The 
Borden Company, are summarized 
elsewhere in this issue. 


Explains Proposal 


The advertising research founda- 
tion proposed by Mr. McIntire in 
behalf of the association has been con- 
ceived in the interests of mutual co- 
operation between all established ad- 
vertising factors. It will be dedi- 
cated to the sound development of 
advertising, and, through the estab- 
lishment of better methods and prac- 
tices, the furtherance of American 
business. 

It will perform the functions of 
directing, supervising and guiding 
the work of those major research 
ideas which offer promise of provid- 
ing results of greatest value to the 
greatest number. There are a num- 
ber of undertakings of this character 
earnestly desired by all advertising 
interests which no one group has had 
the resources to carry through with- 
out assistance. 

“Lest any established research or- 
ganizations get the idea that the 
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A. N. A. is going into competition 
with them, let me state that this is 
not the case,” said Mr. McIntire. 
“The foundation itself will not en- 
gage in actual research work. This 
will be done by organizations and 
individuals the trustees consider best 
qualified for the particular tasks.” 

In asking the cooperation of other 
organizations in the advertising field 
somewhat in advance of formal invi- 
tations to participate and statement 
of plans and _ specific projects in 
mind, Mr. MelIntire indicated the de- 
sire of the A. N. A. to proceed rap- 
idly and energetically. 


Tells of Discussion 


“We are faced, buyers and sellers 
alike, with many unintelligent and 
uninformed attacks on advertising 
and advertisers,” he pointed out 
“Eventually, we must join hands in 
resisting undue encroachments on 
our rights and unreasonable restric- 
tions upon our use of advertising. 

“The best way to meet such at- 
tacks is by greater knowledge of the 
subject, by obtaining truthful, honest 
and accurate information. There is| 
no surer defense against hampering | 


restrictions. The best time to start 
is now.” 
Mr. Bristol was frank in telling 


his audience what members thought | 
of the Haase report on agency com-| 

‘ | 
pensation, repeating practically all| 


MACHINE RY 


LIGHTING 
EQUIPMENT 


a ) 


MOTION Pic 


METAL WORKING 


& JOUND EQUIPMENT 


THE GAGE PUBLISHING COMPANY 
232 Madison Ave., New York, N. Y. 
Publishers to the Electrical Industry Since 1892 


COMPLETE 


said on the sub- 
was discussed in the 
He assured his audi- 
that members would be guided 
by open minds in acting on its con-| 
clusions and expressed the belief that 
if agents and publishers also 
unbiased they would experience no 
difficulties in working out 


members had 
when it 


closed session. 


that 
ject 


ence 


were 


common 


problems. 

He reiterated his statement to Ap 
VERTISING AGE last week that the ef- 
fect of the agency compensation 
study would be to expand agency 
services and profits and pointed out 
that the facilities which agencies 
could develop to service advertisers 


in non-discount mediums would be 
just as essential to advertisers as fa- 
cilities for handling advertising in 
discount mediums. 

The reaction of the 
report is that it supplies all the data 


members to 


that such an investigation could de- 
velop. The section on the legal rela- 
tionship of advertiser and agent 
proved particularly interesting and 
the belief that the use of the sug- 
gested contract covering agency serv- 
ice should be encouraged is nearly 
unanimous. 
Mass Selling Needed 
Mr. Hollister condemned the poor 


logic of pouring demand-breeding ad- | 
vertising campaigns upon consumers | 
who haven't the means to buy. and 


PORTABLE 
TOOLS 


WIRE & CABLE 


SIGNALLING 
JSVYIJTEMS 


TURE 


PRODUCTS 


MOTORS & 
GENERATORS 


LAMrs 


/ 
4 
\ FANS G 5 pall 
VENTILATORS : 
| 
THERAPEUTIC * l 
—_. 


Aluminum, 
and Belt Drives, Brass, Bush- 
ings, Carbon Brushes, Cast- 
ings, Coils, Commutators, Con- 
densers, Controllers, Copper 
Cord Sets and Plugs, Elec- 
trical Sheet, Fibre, Finishes, 
Flexible Shafting, Gears, 
Heating Units, 
Phenolic Products, Mercury 
Switches, Mica, Molded Pro- 
ducts, Motors, Name Plates 
and Decalcomania, Phosphor 


(ECA) 


Bronze, Porcelain, Relays, 
C OVE RAG E Rheostats, Screw Machine 
. Products, Soldering Com- 
guaranteeing 9000 monthly pounds, Speed Reducers, 
contacts of a concentrated Serge, Seamipme, = Strep 
Steel, Switches, Thermostatic 
market through Metal, Varnish, Washers, 
Wire, Wire Strippers, Zinc, 

etc., etc. 


ras cna i 


REFRIGERATORS 


— — 


asked 
retailers in finding ways to supply 
consumers with the merchandise 
they are anxious to buy if prices can 
be reduced to fit their pocketbooks. 


Criticizes Flank Attacks 
Indirectly, Mr. Hollister suggested 


that manufacturers stop adding to 
their distribution costs by support- 
ing flank attacks against competi- 


tors on one side and retailers on the 
cther and join with both imaginary 
enemies in a return to the first prin- 
ciple of advertising, which is to use 
advertising to lower consumer’s 
prices by creating a demand at low 
prices made profitable through huge 
volume and low unit cost. 

To illustrate what might be done 
through cooperation between certain 


manufacturers and retailers, he said | 


would be possible to 
manufacture and sell an automobile 
for $200 at retail. Such a product, 
which would sell in vast quantities, 
could almost rout the depression 
single-handed, he predicted. 


he believed it 


John Howard Dies 


John M. 
manager of 


southern sales 
Motors Truck 


Howard, 
General 


Company and formerly advertising 
manager of Federal Motor Truck 


Company, died last week in Pontiac 
General Hospital. He was 42 years 
old. 
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Bearings, Belts 


Laminated 


- aes | 
the advertisers to join with | 


PRESENT AT A. 


N. A. MEETING 


A.N.A. Re-Elects 
Officers; Names 
3 New Directors 


vice-presidents; 
managing 


| Daniel P. Woolley, Standard Brands;) 


| A geographical grouping of Ohioans at the A. N. A. convention, 
| They are: W. J. Daily, General Electric Company, Cleveland, left; 
| Norman E. Olds, Perfection Stove Company, 

| Kenneth Hunt, Champion Paper Company, Hamilton, Ohio. 


leveland; and £, 


More Aggressive 
_ Attitude Urged 
_ On Trade Papers 


Washington, D. C., Nov. 23.—More 
aggressive discussion of national! 
;}economic policies affecting business 


Atlantic City, N. J.. Nov. 22.—Al-| 
lyn B. MelIntire, vice-president, Pep- | 
perell Mfg. Company, Boston, was} 
re-elected president of the Associa- 
tion of National Advertisers at the 


annual convention which closed here 
yesterday. 

Other’ officers re-elected were: 
Turner Jones, Coca-Cola Company, 
Ralph F. Rogan, Procter & Gamble 
Company, and W. B. Geissinger, 
California Fruit Growers Exchange, 
and Paul B. West, 
director and secretary- 
treasurer. 

W. A. Hart, E. I. du Pont de Ne- 
mours & Co., was re-elected a direc- 
tor. New directors named are Ralph 
Leavenworth, Westinghouse Electric 
& Mfg. Company; Harold D. Thomas, 
Centaur Company; and A. O. Buck- 
ingham, Cluett, Peabody & Co. They 
replace W. B. Griffin, International 
Silver Company; W. L. Schaeffer, 
National Tubing Company; and 


Inc. 

Holdover directors are Stuart Pea- 
body, The Borden Company, chair- 
'man of the board; Allan 
| Bakelite Corporation; 
Daily, General Electric 
| Ken R. Dyke, 
| Peet Company; Robert J. Flood, Gulf 
Refining Company; Joseph M. Kraus, 
A. Stein & Co.; Bernard Lichten- 
berg, Alexander “Hamilton Institute; 
A. T. Preyer, Vick Chemical Com- 
pany. 


Company; 


Broadside for Europa 


The Hamburg-American Line, 
North German Lloyd has issued a 
brochure featuring the Nassau New 
_ Year's cruise of its S. S. Europa. 
| Designed by Wilber B. Downes, of 
ithe line’s advertising department, 
the folder is an unusual example of 
effective photography and fine print- 
| ing. 


G eorgie Porgie Agency 


| The Georgie Porgie Company, 
| Council Bluffs, Ia., maker of cereal, 
jhas appointed Buchanan - Thomas 


| Company, Omaha, Neb., to direct ad- 
| vertising. Newspapers are being 
| used. 


Appoint Patterson 
H. A. Patterson, Chicago, has been 
appointed to represent the mail order 
| section of the Philadelphia Record. 


Brown, | 
Walter J.| 


Colgate-Palmolive- | 


‘in the columns of industrial and 
|trade publications was indicated at 
ithe joint conference of the Associ- 
ated Business Papers, Inc., and the 

National Conference of Business 
| Paper Editors at the Hotel Mayflower 
' which closed here today. 

John H. Van Deventer, editor of 
the Iron Age, reported for a steering 
committee which will supply _infor- 
mation on economic subjects to busi- 
ness editors and endeavor to inter- 
pret business to government as well 
as government to business. 

Administration representatives laid 
stress on efforts to promote construc- 
tion activities. James <A. Moffett, 
FHA administrator, urged more ad- 
vertising by building material manu- 
facturers to take advantage of the 
home modernization drive. Claudius 
Murchison, Bureau of Foreign and 
| Domestic Commerce, told of plans 
| for supplying more detailed informa- 
tion on retail business and distribu- 
tion of incomes. 

George Houston, Baldwin Locomo- 
| tive Works, and Eugene Meyer, for- 
mer governor of the Federal Reserve 
Board, urged further amendment of 
the securities act to permit the full 
flow of needed capital to durable 
goods industries as the chief recov- 
ery need. 

Arthur D. Anderson, Boot & Shoe 
Recorder, was re-elected president of 
the editorial conference at the final 
session today and R. V. Sawhill, Do- 
mestic Engineering, was re-elected 
vice-president. 


Musical Program Starts 


A program without dialogue, el 
tirely illustrated with songs, duets 
and concert numbers, will be broad 
cast over WOV, New York, for Mont- 
gomery Mills, Jersey City, N. J., te@ 
and coffee packer. The program, pre 
pared by Zinn & Meyer, Inc., NeW 
York, will feature Saporito coffee. 


Leggett Leaves Club 

W. B. Leggett, advertising mat- 
ager of the Indianapolis branch © 
the Shell Petroleum Company, ba* 
|resigned as president of the Indiat- 
apolis Advertising Club, because ° 
his acceptance of a position in an 
other city. 


For low cost sales results 


use — 


ropolitan. 


Sun — Boston Globe — Buffalo 
Times—-Chicago Tribune—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia Inquirer—Pittsburgh Press— 
St. Louts Globe-Democrat—Washington Star 


Baltimore 


"Weekly 


Over 5,500,000 families 
Over 16,500,000 
readers 
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EVENING AMERICAN . ; 
2nd Evening Paper. ; ; 
lst Morning Paper (daily) . ’ 
2nd Morning Paper (daily) , 
3rd Evening Paper* . ; ; 


THE 6 DAY AMERICAN ALSO 


EVENING AMERICAN . ‘ 
Second Paper (M & S) , : 
Third Paper(M&S) . ‘ 7 
Fourth Paper (E & S)* . : ; 


M & S is Morning and Sunday 
E&S is Evening and Sunday 


RETAIL RADIO SHOPS AND NATIONAL MANUFACTURERS ADVERTISING LINAGE IN CHICAGO NEWSPAPERS 


HERE’S THE TOTAL SCORE 


1923 to 1934 inclusive (1st 10 months 1934) 


5,929,135 lines 
5,017,126 lines 
1,367,498 lines 
1,121,108 lines 

748,926 lines 


LED ALL 7 DAY PAPERS 


5,929,135 lines 
4,267,201 lines 
3,325,452 lines 

761,493 lines 


* Does not publish on Saturdays 


CHI 


Pe A EN 


It has been so long, Mr. Radio Man, since you and we have done 
any serious business together that you may have forgotten the great 
job which the American did for radio in the past. A proven job, 
proven by year after year leadership in linage (both retail radio 
shops and national manufacturers). Even when there wasn't much 
radio linage the American got most of that! 


Today the American has even greater value for radio advertisers. 
Because so much of today's circulation is among young men and 
women in their 30s and 40s. These are The Leading Americans in 
the present consumer market. Such people, economists will tell you, 
are earning the bulk of America's income—and spending the most, 
too. 


We know—and we'll be glad to prove it to you—that the American 
has more concentrated circulation among The Leading Americans 
than any other paper in town. If the American paid best for radio 
in '29, it will pay best in '34-5. A word to the wise is—Advertise to 
The Leading Americans. They mean business. 


AGO AMERICAN 


- more Buying Power to you 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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INTEREST HITS 
FEVER POINT AT 
A.N.A. SESSIONS 


Discussions Draw Largest 
Attendance in 7 Years 


Atlantic City, N. J., Nov. 21.—An 
interchange of information relative 


to the ability of advertising agencies | 


to supply cost figures and nearly 


unanimous approval of the contract | 


suggested to cover agency services 
featured the discussion of the agency 
compensation study during a closed 
session of the Association of Na- 


tional Advertisers, Inc., here this 
week. 
Interest in the “Haase Report” was 


a factor in bringing about the larg- 
est attendance of members since 
1927. A new high was registered for 
interest and attendance at sessions, 
this circumstance being due not only 
to interest in the topics 
for discussion but to the fact that no 
reports of the proceedings 


© 7 PO, Lo tcp. Es 


scheduled | 


were 


made. Several speakers also re- 
quested that members forego taking 
notes themselves. 
A majority of the 
arrived on Sunday 


members present 
in order to be on 


hand early at the opening session 
Monday morning. Nearly 100 at- 
tended the buffet supper and recep- 


tion Sunday evening. 


The first session was opened by 
Allyn B. MelIntire, Pepperell Mfg. 
| Company, president of the A. N. A.,, 
who confessed that his office was 
made easy by the fact that board 
members, committeemen and mem- 


bers supplied most of the planning 
and driving force for which other as- 
sociations had to depend upon a few 
officers and salaried executives. He 
reviewed the work being done by the 
various board members and commit- 
tee chairmen, impressing his audi- 
ence with the fact that these services 
would cost a formidable amount of 
money if they were paid for. 


In Good Financial Condition 


A highly satisfactory statement of 
the association’s financial position 
Was submitted by Paul B. West, man- 
aging director, who also described 
the accomplishments of 
and headquarters departments. 

In outlining the 


year, Mr. 
the fact 


the coming 
attention to 


during 
called 


committees | 


iliaaaiianatin larger budget would 1 bel 


available to support the expanding 
program. There has been an increase 
in dues from old members who have 
increased advertising appropriations, 
as well as new revenues from a gra- 
tifying addition to the membership. 

The association now comprises 
nearly 300 advertisers, whose appro- 
priations total approximately $300,- 
000,000. 

Members’ requests for information 
and service have increased over last 
year, the gain being most noticeable 
in recent months. As the inquiries 
usually precede increases in appro- 
priations and extension of current 
campaigns into new mediums, it was 
possible for Mr. West to make an op- 
timistic forecast of the advertising 
volume to be placed by members in 
1935. 

Lee H. Bristol, Bristol-Myers Com- 
pany, chairman of the committee of 
trustees in charge of the study of 
advertising agency compensation, 
outlined the purposes of the associa- 
tion in ordering the study made and 
described its salient features. His 
presentation was followed by ques- 
tions and discussion from the floor 
which lasted two hours and_ pro- 


longed the morning session by nearly 
possibilities for | 
enlarging the association's activities | 
West | 
aj arrive at a cost basis 


that length of time. 

Early in the discussion the ques- 
tion as to the ability of agencies to 
as the starting 


A city the size of St. Paul added 


More new Des Moines Sunday Register 
seribers have been added in 


than 


(67,745 families). In 5 


Register families and 31,007 Daily Register and 


rribune families have joined the group of able 


purchasers which 


lowa’s leading newspaper. 


In 1929, the peak of all peak years . . . the — be 
era of rose colored glasses and two car family 
prosperity, The Des Moines Daily Register and 
230,069—Sunday Reg- 


Tribune circulation was 
ister, 177,754.* 


_— 


a ean 


there are families in 


years 


advertisers 


sub- 
lowa since 1929 
St. Paul, Minn. 
74,338 Sunday 


true regarding 


culation 


miums, 


reach through 


Business high peaks have been infrequent 
since the golden year of 1929—this is notably 
newspaper 
Des Moines Register and Tribune is particularly 
pleased to announce an all time high for cir- 
Sunday Register, 252,092* and 
Daily Register and Tribune, 261.076. 
contests or reduction in’ subscription 


The 


circulation. 


No pre- 


prices contributed to this circulation gain. 


The cream of Iowa purchasing power can 


inexpensively, 


Des Moines 


swiftly 
reached through advertising messages in The 
Register and Tribune, which goes 
every day into the homes of more than a quar- 
ter million able purchasers 


and convincingly 


‘a certain way of 


selling to lowa’s buying top-third. 


*Standard Rate and Data, 


November, 


1929, and November, 1934. 


REPRESENT WILLARD 


B. A. Broughton and S. E. Baldwin 
of Willard Storage Battery Com- 
pany pictured on their way to the 


A. N. A. dinner. 
point for determining service 
charges was introduced from the 


floor. Members were asked to volun- 
teer what information they had rela- 
tive to the cost finding methods of 
their agencies, and it developed that, 
to the best knowledge of those pres- 
ent, only one agency, a large one in 
New York, had ever seriously con- 
sidered cost accounting. 

Before the subject was dropped, it 
was the consensus that it was per- 
fectly reasonable to expect agencies 
to supply cost data to clients and 
that, while agencies should be en- 
couraged in developing cost-finding 
systems, it should not be expected 
that they could do so overnight. 

All but eight of the advertisers 
present indicated by a showing of 
hands that they proposed to adopt 
the suggested contract for agency 
service contained in the “Haase Re- 
port” when current arrangements ex- 
pire. The question was raised by a 
member following a statement from 
a number present as to their method 
of compensating agencies. . 

Before closing the subject for the 
time being, Mr. Bristol announced 
that the trustees had arranged with 
Albert E. Haase and I. W. Digges to 
remain available to members for ad- 
visory service on agency relations 
for at least a year. 

The report of Ken R. Dyke, Col- 
gate-Palmolive-Peet Company, chair- 
man of the copy-testing committee, 
stressed the moral that, where copy- 
testing is concerned, a little knowl- 
edge is a dangerous thing. In view 
of ambitious plans under way, the 
progress made by this committee was 
pleasing to the members and the 
committee was assured of their ap- 
preciation. 

The one speaker of the luncheon 
session, John W. Scoville, director of 
research, the Chrysler Corporation, 
introduced many facts relative to 
copy-testing, illustrating his talk 


~~ 


with slides of the advertisement, 
tested and analyzed. The meeting 
was extended an hour while Mr. Soo. 
ville endeavored to answer all the 
questions members wanted to ag, 
and finally halted with the meeting 
two and one-half hours behind scheg. 
ule so that the day’s work could be 
finished. 

Some of the eight group meetings 
next on the program lasted unt 
after the opening of the radio group 
meeting at 8 o’clock, members order. 
ing dinner served in the group cop 
ference rooms in order not to inter. 
rupt the discussions. The divisions 
and the members who presided wer. 
as follows: 

A. E. Frampton, Hammermil! Pg. 
per Company, business products; 4 
O. Buckingham, Cluett, Peabody ¢ 
Co., department store merchandis 
ing; H. B. Thomas, Centaur Com 
pany, drug and toilet articles; Stuar 
Peabody, Borden Company, grocery 
products; Ralph Leavenworth, Weg 
inghouse Electric & Mfg. Company 
industrial advertisers; A. A. Fisk 
Prudential Insurance Company of 
America, insurance advertisers; R 
A. Applegate, E. I. du Pont de Ne 
mours & Co., paint and hardware: 
Robert J. Flood, Gulf Refining Cop. 
pany, petroleum; and George W 
Vos, The Texas Company, radio. 

The general sessions were resumed 
Tuesday morning, when five authori 
ties on various phases of copy-testing 
and advertising research made ad 
dresses. The speakers were: 

Robert J. Flood, Gulf Refining 
Company; Dr. George Gallup, Young 
& Rubicam, Inc.; John Caples, Bat. 
ten, Barton, Durstine & Osborn, Inc: 
Harold C. Lund, Ross Federal Serv. 
ice, Inc., and H. M. Warren, National 
Carbon Company. 


Examples of Copy Testing 


Mr. Flood analyzed some general 
advertising problems, such as the ap- 
portioning of the budget and the im 
portance of a thorough knowledge of 
the dollar value of mediums. 

Dr. Gallup reported on the work of 
his agency in determining the conm- 
parative value of different mediums 
and described some new experiments 
being made by his organization to 
measure the effectiveness of radio 
advertising. 

His talk and that of Mr. Caples, 
who presented a wealth of copy-test- 
ing data coordinated and assembled 
by his agency, proved illuminating 
to many advertisers present, the 
comment picked up after the session 
indicating that some members had 
had an imperfect idea of the contri 
butions being made to advertisine 
lore by representative agencies. 

The morning session ended the 
portion of the meeting closed to nol 
members, the advertisers _ beilg 
joined at luncheon by a record nul: 
ber of invited guests, many of whom 
had arrived the preceding day. Cob 
vention activities which followed are 
reported elsewhere in this issue. 


French Agency Fails 
The Societe Weissenberg até 
Nichelini, operating an advertisils 
agency under the name of Agence 
Francaise de Publicite a L’Etrangé 
Paris, was declared bankrupt Nov. > 


CONSIGNMENT 


— 
MERCHANDISE | 


Ross Federal facilities for inventory checking — retail 
outlet appraisals — wholesale inventories — are now 
being used by General Electric Contract Division. 


Leonard Refrigerator and Kelvinator. 


Ross Federal 


S peedy—Dependable . 
Ask for details 


Service, Inc. 


Executive Offices, 6 East 45th Street — 33 Branch Offices 


3000 Trained Field Investigators—700 Women 


| 
_ NATION-WIDE MARKETING and RESEARCH SERVICE 
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Does The Comic Weekly Audience Respond? 
Let’s Look at the Record: 


A cereal manufacturer ran a page in 
The Comic Weekly offering a pre- 
Mium in return for a twenty-five 
cent purchase. The advertisement 
‘ppeared on April 16th. By April 
[9th, the entire supply of premiums was 
tthausted! 


A leading typewriter manufacturer 
ran a Christmas advertisement in The 
Comic Weekly. After scanning the 
results, the president of the company 
called it one of the most successful 
‘dvertisements in their many years 
of ady ertising. 


A maker of floor waxes and polishes 


—purely adult products—ran an ad- 
vertisement in The Comic Weekly 
and other leading national publica- 
tions. The coupon carried a ten-cent 
offer and a twenty-cent offer. Per 
dollar spent, The Comic Weekly's 
inquiry cost was 40% lower than the 
average for the other magazines. 


A prominent shoe manufacturer, 
whose offer required a three -and- 
a-half-dollar-or-more purchase, 
received direct sales returns equal to 
three times the cost of their adver- 
tisements in The Comic Weekly. 


Let us tell you about the others! 


The ¢ omic Weekly . . 


o**Pesk’’. . « 
| Hearst Sunday newspapers. It is the stage upon which Jiggs, Pop-Eye, Tillie the Toiler, 
Barney Google, and other celebrities of the eartoon world enact the human dramas ef 
romance, adventure, mystery, tragedy and comedy to which every reader responds. The 
of advertising pages to regular comic strip pages is restricted. That's en additional 
reason why The Comic Weekly is preeminent among comic section mediums, both from 
the reader's and advertiser's standpoint. If vou are looking for extraordinary results, cell 
©n this extraordinary medium! 


rat 


is distributed as an integral part of the 17 great 


* 


& Premier Laugh Makers 


2 


Both play to audiences numbering mil- 


lions— because they have a genius for 


ENTERTAINING 


LL the world likes a good joke. That’s why the 

world likes Eddie Cantor. He is America’s pre- 

mier jokester. Men in high places and men on the street 

chuckle and laugh over Eddie’s quips, and flock to see 
and hear him. 


Jiggs, of The Comic Weekly —now 20 pages and distributed 
through the 17 great Hearst Sunday newspapers — also 
appeals to those in both high and low places. Jiggs is 
no jokester, but usually in his struggle with Maggie’s 
social ambitions the joke is on Jiggs and the world gets 
the laugh it so dearly loves. 


Jiggs is but one of a troupe of entertainers in The Comic 
Weekly who “show’’ to men, women and children in more 
than five million homes every Sunday. Granddad and 
Bobby, Mother and Mary, are equally interested in the 
doings of Jiggs, Pop- Eye, Skippy, The Katzenjammer 
Kids, Barney Google, Tillie The Toiler, Flash Gordon 
and other national characters of The Comic Weekly. 


Here is an audience for advertisers which offers: 


1. The largest in total numbers—more than 
5,000,000 families; more than 15,000,000 
readers. 

Greatest concentration in the areas where 

77% of all retail sales are made. 

3. More thorough coverage of the entire house- 
hold — men, women and children — thus 
reaching the actual buyers as well as those 
who influence the purchase. 

4. Greater attention to advertisements, be- 
cause only a limited amount of advertising 
per issue is accepted. The Comic Weekly 
specializes on getting attention. 


~ 


Advertisers who appeal to this vast audience have 
secured results far in excess of anything they have ever 
experienced from any other medium. In the left-hand 
column of this page a few such cases are mentioned. 
There are many more. If you are interested, we will 
be more than glad to submit full details. Please call 
(COlumbus 5-2642 New York, or Superior 6820 Chicago. 


THE COMIC WEEKLY 


Everybody reads the comics 


959 Eighth Avenue, New York City 


Palmolive Building, Chicago 
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ANA. MOVES TO 
WIDEN SCOPE OF 
TRAFFIC AUDITS 


Sets Objectives for Proposed 
New Study 


Atlantic City, N. J., Nov. A 
proposal that certain members of the 
Association of National Advertisers 
found and jointly sponsor a new re- 
search body to extend the principles 
and practices successfully demon- 
strated the Traffic Audit Bureau 
into new fields was advanced yvester- | 
day at the convention of the Associa- 
tion of National Advertisers. 

The ambitious project was. de- 
scribed by Turner Jones, Coca-Cola 
Company, whose paper was read by 
Stuart Peabody, The Borden Com- 
pany, and Dr. Miller McClintock, di-| 
rector of the Bureau for Street Traf- 
fic Research ot Harvard University. 

It the undertaking is begun, large 
amounts of the valuable material | 


9” 


by 


produced as a by-product of the work 
of the T. A. B. in the thousands of 
towns which it now covers will be 
made available for the basis of sup- 
plementary investigations and new) 
analyses. 

Introducing 
the 
tions between 
Jones paid 
T. as Ee 

“The job of taking outdoor adver- 
tising apart to see why and where it 
‘ticked’ has been well done,” said Mr. 
Turner. “If this association never 
performs another service adver- 
tising and advertisers, it could well 
rest on its laurels worthily won in 
helping to remove the rule o’thumb 
and guesswork from the evaluation 
of this medium 

“The Traffic Audit Bureau is a go- 
ing proposition. The principles of 
measurement that determine its 
worth are in many ways more exact- 
ing than those which determine the 
value of any other advertising me- 
dium. And the fact is worth stress- 


the 
new 


of 

the 
trade, 
to 


subject 
of 
and 

tribute 


spon- 
rela- 
Mr. 
the 


studies 
traffic 
glowing 


soring 


to 


_ing that this evaluation service, pred- 


icated upon the application of these 
principles to each individual adver- 
tiser’s outdoor problems, is available | 
to any one who wants it; further- | 
more, that the outdoor advertising | 
industry is paying for the service.” | 

Specifically, it is 


proposed that | 


ADVERTISING AGE 


— —— 


some six or seven sponsors join un-| retail trade outlets and the volume | 


der the direction of the Bureau of 
Street Traffic Research to apply the 
complete procedure developed by the 
T. A. B. for the circulation evalua- 
tion of retail trading areas to be- 
tween 15 and 20 markets during the 
coming year. The data already as- 
sembled by the Traffic Audit Bureau 
will be used as the basis for further 
investigation and analyses of find- 
ings. Objectives are as follows: 

Preparation and analysis of a traf- 
fic flow pattern for the entire region 
to serve as a basis for the bounding 
of the market a whole and of 
its component functional parts. 

The preparation of traffic origin 
and destination studies to indicate 
the origin of traffic buying power and 
confirm the established market 
boundaries. 

The preparation of a density of 
population map based upon mini- 
mum-sized minor civil divisions. 

Other Objectives 

A breakdown of retail sales of the 
commodities represented by the par- 
ticipants for the market as defined, 
based on data which has been made 
available to the Harvard Bureau for 
Street Traffic Research by the United 
States Bureau of the Census. 

The study of the distribution of re- 


as 


to 


| tail sales for each commodity repre- 


sented by locations and numbers of 


Instrumentation of 
Power Plants Number 


The January, 1935, Number of POWER PLANT ENGINEERING 


will be devoted exclusively to the subject, “Instrumentation of Power 


Plants.” 


It will describe for Its 19,031 subscribers the indicating and recording 
instruments needed for various types of plants to give accurate control 
of operations and to secure economical generation, distribution and 
utilization of power. 


The January, 1935, Number of POWER PLANT ENGINEERING 


will be an authentic and complete textbook of information on power 


plant measurements. 


It will be relied on, preserved and referred to 


for years for operating and buying information. 


Advertising copy for the 1935 Annual Textbook Number of POWER 
10. 


PLANT ENGINEERING is due December 


December 17. Make your space reservations now. 


N 


Forms close 


WT 


ZZ 


Charter Member A. B. C.—A. B. P. 


Jackson Boulevard, Chicago, III. 


of commodity business in each. 

A correlation of traffic flow by vol- 
ume and quality with the character 
and volume of retail sales at typical 
| selected retail trade outlets for each 
market to be analyzed. 

Preparation of a total market an- 
alysis establishing the normal poten- 
tial of the market and an analysis 
of the type of coverage for each par- 


ticular commodity through retail 
trade outlets which will result in 
maximum return for. effort and 


money expended in advertising and 


selling. 


FACA MOVES 10 
CONTROL LIQUOR 
ADVERTISEMENTS 


‘Copy Regulations Discussed 


| at Hearing 


Washington, D. C., Nov. 22.—Pro- 
posals to regulate all liquor advertis- 
ing were presented at a public hear- 
ing of the Federal Alcohol Control 
Administration here yesterday. 

The regulations apply to all adver- 
tisements of distilled spirits, wine, 
and products of the brewing indus- 
try, disseminated by radio broadcast 
or through the medium of periodi- 
cals, newspapers, circulars or out- 
door advertising, either directly by 
an industry member or indirectly 
through a retailer or other person. 

The proposed regulations set forth 
certain requirements intended to 
eliminate false advertising. The only 
mandatory requirement is the state- 
ment of the advertiser's name and 
address. There are, however, sev- 
eral conditional requirements: 

1. If the advertisement relates to 
any particular brand or lot of alco- 
holic beverages, it must state the 
class and, in case of distilled spirits 
and wine, the type thereof. 

2. If the advertisement states 


~. 


a 


| 


| price, it is also required to state the | 


|net contents offered for sale at that 
| price, and in the case of distilled 
| spirits, the alcoholic content. 
| 3. If any statement of 


age is 


a, 


TELLING STORIES? 


H. Napier Moore, ‘Maclean's 
Magazine," who added consider. 
able joy to the A. N. A. banquet, 
seen with A. O. Buckingham of 
Cluett, Peabody & Co. 


In the discussion of whisky adver 
tisements, Harry L. Lourie, repre 
senting the importers code authority 
announced he favored strict adver 
tising regulations generally and a re 
quirement of naming the place of 
origin and the product. 

Considerable debate resulted whe; 
F. W. Beltz, assistant deputy com 
missioner of the alcohol tax unit of 
the Treasury Department, said the 
government could not allow adver 
tisements to imply indorsement. Hé 
objected to advertisements saying 
“Blended under the supervision ot 
the U. S.” This statement brought 
up the question of the phrase “bot 
tled in bond,” and Dr. J. M. Doran, 
former head of the alcohol unit of 
the Treasury, but now supervisor of 
the distilleries code, explained that 
“the bottled in bond act of 18% 
makes the government authenticate 
the bottling of 100 proof, four-year 
old liquor.” 

Louis B. Montfort, of the Eastern 
wine code committee urged a separ- 
ate arrangement in advertising cov- 
ering wine, while Raymond Bill, New 
York, read a letter from the Ameri- 
can Newspaper Publishers Associa: 
tion opposing regulation of advertise: 
ments and reminding the administra- 
tion that the publishers now exer 
cise a strict censorship over adver 


| tisements. 


|made, the statement must be in ac- | 


|cordance with that required by the 
| FACA labeling requirements. 
4. Restrictions are imposed upon 
|advertising medicinal qualities or 
'curative or therapeutic effects. 

5. Disparagement of competitors’ 
| products is prohibited. 

Must Be Perfectly Clear 

In general all advertising copy 
|must contain nothing that tends to 
|mislead the public into the belief 
|that a domestic product is an im- 
| ported product, or that 
|misrepresents the place oft origin. 
| Advertisements referring to more 
than one brand or lot are required 
to be so arranged as not to lead to 


otherwise | gent and secretary of The Insurance 


Club Honors Joseph 


Tuesday, Nov. 27, the Cincinnati 
Advertisers Club, collaborating with 
other civic clubs and organizations. 
will mark the 50th birthday and 
25th year in the advertising business 
ot Jesse M. Joseph, president, 
Joseph Advertising Agency, with 4 
testimonial dinner at the Hotel Sin 
ton. 


Ray Conde Dies 


Ray W. Conde, 50 years old, presi: 


Field, Louisville, died Nov. 21 in his 
apartment in the Brown Hotel. Mr. 
Conde was at one time with the 
Western Underwriter, now Known as 


confusion as to which of the state- | the National Underwriter. 


ments made are applicable to a par- 
ticular brand or lot. 
Following the hearing, 
| took under consideration briefs filed 
and objections made. 
‘is promised at ‘an early date.” 
stated, however, that “ample 


It is 
time 


Final decision | 


will be provided to care for adver- | 


tising materials already in the course 
of publication.” 
Director Choate 
repeal, 
in 


states that since 
liquor advertisements have, 
general, been of such character 


as not to misrepresent the goods to | 


the 


public or promote unfair com- 
petition. A number of recent adver- 
tisements, however, particularly on 


the part of a few of the larger dis- 
tillers, have been productive of un- 
satisfactory conditions in the alco- 
holic beverage industries. The ad- 
/ministration believes it necessary to 
| clarify the situation by defining more 
/particularly the code prohibitions 
jagainst false advertising. 

| The hearings were attended 
|various code authorities for 
|liquor industries, both federal and 
| state, and representatives of the pub- 
lishing and advertising industries. 


by 


the | 


—— 


ne vcs. WHAT HELP D 


YOU NEED? 


For facts, figures and market 
data about the 114 billion dol- 
lar baking industry, come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost 4 
half century. 


Check the data you need below, tear out 
this advertisement, attach to your letter 
head and mail to us. 


0 “Baking Industry Facts and 


Figures,” a market data 
folder 
C] “Selling Leads,” an_ every 


week service 

(1 Sample pages from the “Bah- 
ing Industry Blue Book” 

2 Copies of BAKERS’ HELP- 
ER, issued fortnightly 

() Audit Bureau of Circula- 
tions statement 

Send to 


-BAKERSHELPER 


MAGAZINE / BAKERY PRACTICE «y MANAGEMENT 


Almost a Half Century of rN 
@ YY 


Helpfulness 
330 S. Wells St., Chicago, III. 
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There Has Been a Lot of Talk Recently 
About Favorable TRYOUT MARKETS 


BUT, after all is said, the actual results of the recent survey and check- 
up made by Harry Corash, PROVED that National Food advertis- 
ers, in choosing the most important market in the country, consider 


Boston First in United States 


Che Boston Host 


is FIRST in BOSTON 


Carrying a larger number of accounts... anda much larger 
volume of food advertising ... than any other Boston 
newspaper ... leading the 2nd Boston newspaper 


by over 100,000 lines this year 


The Post is FIRST in Local Food Advertising 
The Post is FIRST in National Food Advertising 
The Post is FIRST in Food Chain Store Advertising 


After all, it’s The POST’ S Big Circulation 
that is Responsible for its Big Linage! 


Latest Average 
Net Paid 
Daily Circulation a 


Just Compare It! 
MORNING HERALD 119,647 
EVENING TRAVELER 160,076 


The Post has led all 


papers for more than 


25 YEARS 


Just Compare It! 


MORNING GLOBE _ 131,093 
EVENING GLOBE 136,042 


Ghe Boston Post 


New England's "GOOD MORNING" for 103 Years 


Boston Daily News- 
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ADVERTISING AGE 


November 24, 


EVERY PIECE OF 
COPY MEANS $10 
SALE TO BORTON 


LaSalle Extension Experience 
Told to Club 


Columbus, O., Nov. The La- 
Salle Extension University, Chicago, 
has averaged over $10 in direct sales 
return on every advertisement pub- 
lished since it began business 26 
years ago. 

This remarkable record was dis- 
closed in an address to the Adver- 
tising Club of Columbus this week 
by Elon G. Borton, director of adver- 
tising and sales promotion, who sug- 
gested that many principles of check- 
ing advertising results used by his 
company and other direct mail ad- 
vertisers could profitably be adopted 
by general advertisers. 

LaSalle Extension University of- 
fers courses in law, accountancy and 
business administration, particularly 
designed for adult business men. 
H. W. Kastor & Sons Advertising 
Company, Chicago, has had the ac- 
count for 24 years. Magazines and 
newspapers have been used regu- 
larly. Magazines receive the largest 
share of appropriations, as many as 
125 advertisements a month being 
scheduled for this medium, 


i) 
-< 


Some Amazing Facts 


Mr. Borton keeps a record of re- 
turns from individual advertisements 
for two years following publication, 
his methods differing from those of 
most direct mail advertisers in the 
length of time the records are kept 


and the completeness of the data as- | 


sembled. The case histories include 
not only tabulation of inquiries and 
sales but much supplementary infor- 
mation, such as reactions to sales- 
men’s calls, promptness in settling 


|accounts and reasons for buying and | 


|not buying. 

This information is useful for copy 
testing but its greatest value lies in 
|furnishing a yardstick for measuring 
mediums. Mr. Borton has dug up 
some amazing facts about magazine 
|circulations which he wonders if the 
| publishers themselves know about. 


! 
| 
| 
| 
| 


| He has discovered, for example, 
that the romance and _ confession | 
| types of publications, supposedly 


edited for women, outpull many pub- 
lications with a primary appeal to 
men for his proposition. 


He attributes this unusual circum. | 
stance to the fact that men not only | 


read these “women’s publications” 
|but that they peruse this type of 
|literature during leisure moments 
|when they have time to cogitate 
about the advantages of education. 
| Furthermore, it seems probable that 
| these periodicals and certain others 
|quite different in character create 
| the same favorable mood for the sow- 
\ing of his company’s idea. 

| “It is definite results of this kind 
|which make it profitable to continue 
ithe thorough checking over the long 
period of two years,” Mr. Borton 
said. “If we were concerned solely 
with copytesting, much less time and 


effort would be needed to give us 
quite accurate information. We re- 
ceive 40 per cent of the inquiries 


from a magazine advertisement with- 
in 30 days of publication and the 
same percentage from a newspaper 
advertisement within 30 days.” 

Although he disclaimed any knowl- 
edge of direct mail copy that other 
direct advertisers do not have, Mr. 
|Borton’s responses to questions on 
‘the subject were followed with close 
jattention. He discussed the matter 
‘of purposely making copy difficult to 
read in order to weed out low grade 
inquiries at some length, saying also 
in this connection that he was a be- 
liever in lengthy copy for this type 
| of advertising. 


Ad-Forum’s Plans 

| The Ad-Forum Club, Detroit’s jun- 
| ior advertising club, has arranged a 
|program designed to include practi- 
'cal talks, visits to plants engaged in 
|various phases of advertising and 


| numerous social functions. 


Haire Business Publications 


Are Supreme in Their Specialized Fields |’: 


the 
Business Publications are predicated on 


The growth and success of 


Haire 


one foundation—specialization in Mer- 


( handisina Fields. 


Our business is to assist retailers, whole- 
salers and other merchants in doing a 
better and more profitable merchandis- 


ing job. 


Haire Business Publications go into 


thousands of merchandising outlets each 
month—-PAID subscriptions from buy- 
ers, merchandise managers, store execu- 
tives, shop owners and_ sales people 
who are anxious to keep abreast of de- 


velopments in their industries. 


Haire 


thinking always in terms of the readers 


editors are merchant-minded, 
they are serving. Constant interchange 


of ideas between members of the edi- 
torial staff, plus an interlocking hook- 
up with contributing editors in sixteen 
key cities, help to maintain the highest 


editorial standards. 


It is this editorial 


excellence that en- 

hances the value of advertisers’ mes- 
sapes, 

It is concentration of circulation 


among ONI.Y those that the advertiser 
is interested in reaching, that makes his 
Haire most 


advertising in his 


effective. 


paper 


THE HAIRE BUSINESS PUBLICATIONS: 


The 
The 


House Furnishing Review 


Infants’ 


Linens and Domestics 
Crockery and Glass Journal 


Corset and Underwear Review 
and Children’s 
Trunks and Leather 


Notion and Novelty Review 
Dress Accessories 
Corset Trade Year Book 


Review 
Goods 


THE HAIRE PUBLISHING CO., 1170 Broadway, New York, N. Y. 
BOSTON CHICAGO PITTSBURGH 


The re can le no question of your sele ction when you choose a HTAIRE publication 


SAN FRANCISCANS DISCUSS FOOTBALL 


At the San Francisco Advertising Club’ 
Graves, vice-president of Associated Oil Company, announced that for the first 
time the Stanford-California game would be broadcast in the East, under his 
company’s sponsorship. Left to right are Harold R. Deal, ad-club vice-president 
and Associated advertising manager; “Tiny” Thornhill, Standford coach; Stub” 
| Allison, assistant coach of California; Mr. Graves; and P. E. Allen, Associated 


s recent “big game" football rally, B. |. 


| domestic sales manager. 


| - — 


PLAN BROADCASTS 
77 AVIATION GAS 


Bartlesville, Okla., Nov. 22.— 
Radio and sky-writing will soon be 
utilized to back up the current 
newspaper schedule on Phillips 77 


Aviation gasoline by the Phillips Pet- 


use, is not refined from crude oil 
but is made entirely from natural 
gas. It is ethylized to 76 octane 
and for the usual two<ent 
premium. Consumer acceptance has 
already been gained in test mar- 
kets. 

Phillips 77 has been made avail- 
able as part of the Phillips line to 
jjobbers in North and South Dakota, 
| Nebraska, Iowa, Minnesota, Illinois, 

Michigan 
radio 


sells 


stations are to 
fuel in the near 


Thirty-eight 
lintroduce the new 
future, probably upon the arrival of 
overcoat temperatures. Stations now 
broadcasting Phillips programs will 
add Phillips 77 to product announce- 
ments. 

It is expected that the company’s 
sky-Writing advertising will be more 
extensive than before. Phillips 66 
Was advertised in this way at the 
World’s Fair in Chicago this past 
summer, and at other points. 

Newspaper copy is” playing 
Phillips 77 as a “brilliant 
| tion and improvement in gasoline.” 
'Copy states that it is a 100 per 
cent “natural” gasoline, similar to 
jthe finest grades supplied by Phil- 
lips for U. S. Army airplanes, and 
that it is an ideal fuel for extremely 
cold weather. 

An unusual note is introduced in 
the newspaper copy: ‘Frankly for 
the present at least, the supply of 
Phillips 77 Aviation is limited. And 
just as frankly, every car does not 
ineed a gasoline so superlative in 
quality, although in very extreme 


up 
innova- 


weather any motorist can use it 
with advantage.” 
While the newspaper advertising 


asserts that “Phillips 77 is superior 


in every way to any other premium | 


gasoline now on the market,” the 
reader is informed that “the present 
high excellence of Phillips 66 will 
be faithfully maintained,” and that 
at regular gasoline prices, 


66 will continue to be “the world’s 
finest all-around motor fuel for all 
types of cars.” 

Lambert & Feasley, Inc... New 
York, is the agency in charge. 


“ ” . . 
_“Shadoplay” Raises Price 

Effective with its March issue, 
Shadoplay will change from a ten 
cent to a fifteen cent magazine, and 
will be sold separately from Photo- 
_play. 


ON NEW PHILLIPS 


roleum Company, in cold-weather | 
States 
The new gasoline, which is an 


aviation fuel adapted to automotive 


Phillips | 


- P. Chrysler 
Unites Field 
| Sales Forces 


| 

| . . . 

| Detroit, Mich., Nov. 21.—Forma- 
|/tion of a united field sales force for 
| Plymouth, DeSoto and Chrysler cars 


jin an effort to coordinate sales ef- 
| forts and increase Plymouth distri- 
|} bution in the smaller centers was 


j}announced yesterday 

Chrysler, president of 
Corporation. 

“We are consolidating the sales ad- 
ministration of Chrysler, DeSoto and 
| Plymouth under three factory sales 
executives, each of whom will be re- 
;sponsible for one of three national 
| divisions,” Mr. Chrysler stated. 


Walter P. 
the Chrysler 


by 


The three divisional heads in 
|charge of sales are L. G. Peed, for- 


merly general sales manager of De- 
| Soto, directing the central territory 
| tor Plymouth, DeSoto and Chrysler; 
| J. W. Frazer, formerly general sales 
‘manager of Chrysler, in charge of 
the eastern division, and C. L. Jacob- 
son, formerly director of the factory 
| branches throughout the country, in 
charge of the western division. 

A. VanDerZee, general man- 
ager of Dodge Brothers, continues in 
charge of Dodge-Plymouth sales. H. 


sales 


G. Moock will continue to direct Ply- | 


mouth sales nationally from the 
Plymouth factory in Detroit. Under 
the three national divisions outlined, 
there will be 14 Sales zones, four in 
the eastern, and five each in the cen- 


‘Lionel Features 
_U-<P. Streamline 
| Train in Drive 


| New York, Nov. 22.—Front page 
/news and widespread interest in the 
| streamline railroad train provides 
|the setting for the Christmas ag. 
|vertising campaign of The Lione} 
‘Corporation, model train and rajj. 
/road accessories manufacturer, whic) 
| is introducing a scale model of the 
'Union Pacific Railroad’s 
| “streamliner.” 

Most of the firm’s advertising ap. 
propriation will be spent in display 
copy running from about 127 to 1,006 
lines in comic sections, including 
those of the Metropolitan Group, 
Hearst and a number of indepen. 
dents. This will be in four colors, 
appearing in December. 
| The advertisements will invite 
|parents and boys to “stop, look and 
| listen” and see what “Lionel has put 
/on the tracks this year.” The 
streamline U. P. train is the central] 
feature, representing, as it does, one 
| of the greatest advancements since 
|the first railroad train traversed the 
| continent. 
| Figuring logically in the campaign 
is the record breaking run of the 
U. P. train from coast to coast in 
56 hours and 57 minutes. A pic- 
ture of one of the pilots on this run, 
O. J. Mitchell, accepting a Lionel 
scale model of his charge as it came 
to a stop in New York, has been 
blown up to a poster for point of 
sale use. 


new 


Craven & Hedrick Get 
Cook; Add New Accounts 


Franklin P. Cook, at one time as- 
sociated in the management of the 
Seaside Hotel, Atlantic City, and 
member of the family operating ho- 
tels since 1872, has joined Craven & 
Hedrick, New York agency, as vice- 
president. He will direct the Atlan- 
tic City office in the Atlantic County 
Trust Building. 

Popper-Morson Company, Inc.., Jer- 
sey City, has appointed the agency to 
handle its advertising of cordials, 
gin, vermouth and whiskies, with 
Arthur Harris, head of the agency’s 
industrial and liquor division, in 
charge. 

The Mayflower Hotel, Palm Beach, 
Fla., will place its advertising 
through Craven & Hedrick. Arthur 
H. Barnes, in charge of the agency’s 
branch office in Miami, will do the 
contacting. 


| Runs Institutional Copy 

The Maryland Casualty Company, 
jaltimore, has started an_ institu- 
} tional advertising campaign in a lim- 
ited list of magazines and business 


papers, with J. M. Mathes, Ince., in 
tral and western divisions. charge. 
In the administrative direction of | Es ala 
| the consolidated sales and_ service! 


| program for Plymouth, DeSoto and 
| Chrysler, these executives will 
tinue their activities: J. KE. Fields, 
president of Chrysler Sales Corpora- 
tion; Byron C. Foy, president of De- 
Soto Motor Corporation; and D. S. 
Eddins, vice-president and general 


| 


con- 


PERSONAL! 


manager of Plymouth Motor Corpor- | 


ation, 


|Midwestern, KFKA, Shift 


Personnel and Operations 


The Midwestern Radio Corpora- 
\tion, Greeley, Colo., in an expansion, 
jhas added to its personnel and 
| opened a remote control studio. How- 
| 
| 


lard R. Bell, tormerly program di- 
rector, has been made manager of 
station KFKA, to succeed H. E. 


Green, who retired after serving the 
organization since 1929. 

A remote studio has been opened 
| in Ft. Collins, 30 miles. distant, 
| where the station has served some 40 
daily accounts more than a= year. 
|Crawford C. Eagle, Jr., Boise, 
{rejoined the staff as field and mer- 
ichandising supervisor in 20 towns 
east of Greeley. 


Parks with NRA 


John S. Parks, publisher, Fort 
| Smith, Ark. Times-Record, has been 
named a member of the code author- 
|ity for the daily newspaper publish- 
ing business, succeeding John 
Stewart Bryan, recently named presi- 
dent of William and Mary College, 
Williamsburg, Va. 


has | 


WANTED! A BIGGER FIELD AND A 
BETTER JOB FOR THIS MAN 


He is a copy and idea man who hae 
done constructive things for clients ‘ 
| his present house. 


Besides this, his new business present 
tions take a big load off account men— 
give them more time to look for ne¥ 
business and increase their averages ° 
| new business volume. 


Take him on and let him demonstrate 
| li he doesn’t prove out in the agret 
length of time, don’t keep him. Wire 
write and he’ll come in for a ta 


| 


Box 522, Advertising Ag 


| 
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Picture of 


Americas 


HE last four or five years have changed the 
, a thinking of many manufacturers. Mar- 
kets are no longer measured by square miles. 
Sales opportunities are now charted in terms of 
people—people who have money to buy auto- 
mobiles or breakfast food, radios or tooth paste, 
washing machines or chewing gum. And experi- 
ence shows that the more directly these people 
ean be reached the more profitably they can 


be sold. 


THIS WEEK is important to those with some- 
thing to sell because it hits hard in that vast pro- 
ductive market East of the Rockies— America’s 
“A” Market. Here is where 88% of all retail sales 


are made and where 91% of all wholesale busi- 


ness is done. And here is where THIS WEEK’S 


more than 4,000,000 circulation is concentrated. 


THIS WEEK is challengingly new as a powerful 
sales force—a colorful weekly magazine with the 
power and prestige of 21 leading newspapers 
behind it—circulation sales tested and proved 
for years and years—a magazine with the active 


sales punch of a newspaper. 


Millions who will buy new cars and new shoes in 
the year to come, who will consume tons of coffee 
and carloads of face powder, will get their buying 
urge from the advertising pages of THIS WEEK. 


N. B.—Further highlights of THIS WEEK:—(1) Powerful 
concentration in the cream of America’s “A” Market. (2) Dis- 
tributed with Sunday newspapers* in 21 major distribution 
centers. (3) Quality printing—gravure and colorgravure. (4) 
Low advertising rates. 


UNITED NEWSPAPERS Wagazine Corporation 


420 LEXINGTON AVE., NEW YORK, N. Y. 360 N. MICHIGAN AVE., CHICAGO, ILL. GENERAL MOTORS BLDG., DETROIT, MICH. 


Associates: 


ATLANTA JOURNAL 
BALTIMORE SUN 
BIRMINGHAM NEWS 
BOSTON HERALD 
BUFFALO TIMES 
CHICAGO DAILY NEWS 
CINCINNATI ENQUIRER 


DALLAS NEWS 
DETROIT NEWS 


CLEVELAND PLAIN DEALER 


INDIANAPOLIS STAR 

MEMPHIS COMMERCIAL APPEAL 
MILWAUKEE JOURNAL 
MINNEAPOLIS JOURNAL 


* Distributed with the Sunday edition except in the Chicago Daily News Saturday edition. FIRST ISSUE, FEBRUARY 24, 1935 


NEW ORLEANS ITEM-TRIBUNE 
NEW YORK HERALD TRIBUNE 
OMAHA WORLD-HERALD 
PHILADELPHIA RECORD 
PITTSBURGH PRESS 

ST. LOUIS GLOBE-DEMOCRAT 
WASHINGTON STAR 
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Cooperation in Research 


The idea presented to the conven-| ful effort. 


Thus it may easily hap 


tion of the Association of National | pen that the extent of research activ- | 


Advertisers by its president, Allyn} 
McIntire, the Atlantic City con- 
vention, providing for the establish- 
ment of the 


at 


Advertising Research 


Foundation under A. N. A. auspices, 
is decidedly interesting. It looks to- 
ward cooperation in a field where 
cooperative effort has already proved 
its value. | 

In spite of the fact that advertis- | 


ers, aS well as agencies, have already 
learned that they can save time and 
money and assure more accurate re- 
in major 
research projects, there is still much 
and 
effort. The organization 
effort under such au-| 
spices as those of the A. N. A. should 
the all 
cerned with marketing and advertis- | 


sults by combining forces 


unnecessary 
of 
cooperative 


expensive duplica- 


of | 


tion 


stimulate interest of con: | 
ing in defining projects in sufficiently | 
broad terms as to justify the interest 
of groups rather than single compa- | 
nies, | 

While the A. N. A. does not 


to enter the research 


intend 
field as a com-| 


petitor of existing research organiza- 
tions, it will aid the latter in estab- 
lishing more exact standards for re- 
search, and in guiding the work that 
is undertaken. It should have the| 
effect of stimulating interest in fun-| 
damental research, and in hastening | 


the initiation of projects on the twi- 


light zones of advertising, where ex- 


act has not 


knowledge vet been ac- 


still 
supplies the only guide for success- | 


quired, and costly experience 


What the Farmer Buys 


The 
catalogs of 


contents of the mail-order 


the farmer and his family. It has 
been taken for granted that’ the 
general merchandise described in 


these great publications has been of 
designed and 
of 


dweller. 


a character especially 
and 


casual interest to the city 


selected for rural use, only 


These ideas, if they are still gener- 
ally held, 
when Montgomery 


received a rude upset 
Ward & Co. an 
nounced plans for providing a_ tele- 
phone-catalog selling service in cities 
where it has branches, enabling resi- 
dents of urban communities to make 
use of the catalog as a source of buy- 
ing information to extent 
they desire, and providing delivery 
small additional cost. 


whatever 


service at 

It is explained by this great 
chandising that the de- 
sires of farmers and small-town resi- 
dents the 


mer- 
institution 
served 


usually by 


| has 


the leading houses have} 


been regarded as of chief interest to 


ities in the field will be considerably | 
increased in number, scope and im: | 
portance through the coordination of | 
effort and the elimination of duplica- | 
tion in this way. 

There is one important field of re-| 
search in which the new Foundation | 
may not’ intend but 
it could be considerable 
value if it decides that this type of 
work within 


to function, 


where of 


is its intended scope: 
namely, research of publications and 
their markets. of im- 
portant pres- 
ent 
of 


the 


A great deal 
is being done at 


individual 


work | 


much | 
real value to advertisers: 


by 
ot 
same 


publishers, 
it at 


time, there is admittedly 
great duplication, while the natural 
effort to provide 
vorable the medium sponsoring 
the research to its 


validity, to at least some extent and 


interpretations fa- 
to 
tends discount 
at least some advertisers. 
of cooperation | 
this field 
could be 
through 


hew 


among 
A 


limited amount 
in 
it 


been obtained al- | 


ready, but ex- 
the | 


research 


perhaps 
tended considerably 
the 
Such a plan would increase | 
of 
specific 

at the 
reduce to a large extent the cost 
of that char- 
acter under individual auspices. Per- 


good offices” of 
body. 
usefulness market informa- 
within 


and 


the 
tion publication 


fields, would same time 
of 
obtaining information 
haps complete cooperation along this 
line is too much to hope for, but it 
at 


nue of cooperative effort in research. 


suggests least one important ave- 


order catalog are now so similar to 
of city people that the latter | 
can supply their own needs with en- 
tire 


those 


satisfaction by reference to al 
book which for years has been asso- 
ciated with the farmer. 
good roads, the movies and radio are 
among the 


down 


Motor cars, 


factors which have} 
the 


set 


broken 
at 
their 


which 
farmers 


differences 
apart 
different 
requirements 


one time and 


families as in their | 


buying from people 


| who walked on pavements. 


| 
| 


mail-| 


Farmers, it seems, are now just as 
insistent on in 
their purchases as their city cousins, 
and their wives daughters 
mand that the in tashion 
available if they are to use the mail- 

And now that 
permitted do 
same it 
than heretofore that 

market becoming 
more homogenous. 


style attractiveness 


and de- 
latest be 
order 
folks 
buying 


catalog. 
will 


city 
be 

in the 
evident 


to their 


way, is even | 
more 
the 


more 


American is 


and 


‘Des Moines Sage 


| ted, 


THEM'S FAMILIAR WORDS, MAN 


—Chicago Herald & Examiner 


"I'm angling for a sponsor." 


Voice of the Advertiser 


! 


Deplores “Myths” 


To the Editor: The following para- 
graph will appear in the column of 
“observations,” by William A. Tem- | 


ple, in the “Advergram,” weekly pub- 


lication of the Advertising Club of! 
Des Moines, for the issue dated 
Nov. 26: 
“MYTHING THE POINT 
“The Joliet, Ill., advertising club 
is the latest to join the parade of 


mythical advertising drives as a pro- 


ject for club study. Myths are some- 
times entertaining, but not very 
practical—few take them seriously. 
Our club has never found it neces- 
sary to pretend when in want of 
something on which to exercise its 
several talents. More practical, our 
club has undertaken, and with sue- 
cess, the publicity connected with 


the Community Chest drive and the 
promotion of the Drake Relays-—both 
in an advisory capacity. As a year- 
round project the club now for-! 
mulating an educational campaign 
for greater safety on streets and 
highways—not a one-week drive, but 
a continuous program. Such a prob- 
lem provides an amazingly diversi- 
filed avenue for mental speeding. 
Such a national publication Ab- 
VERTISING AGE could do well to sug- 
gest to other clubs that they exploit 
a practical or humanitarian move- 
ment instead of wasting their time 
and energy on a myth.” 


is 


as 


A. 
Des Moines, Ia, 


WILLIAM TEMPLE, 


v 


A. A. Goes Right With 
This Traveling Adman 


To the Editor: Please forward my | 
copies of ApVERTISING AGE in the fu- 
ture to the following address: 

Dearborn (South America) 
Av. Ing. Huergo 995, 
Aires, Arzentina. 

This subscription prior to this has 


* *F 


Limi- 
Buenos 


been addressed to me at my former 
office in Chicago. 
Being so far away from the cen- 


tral authorities on advertising I ap- 
preciate all the more the value of 
ADVERTISING Ack. If there is any cost 
in addition to the regular charges | 
for sending vour. publication to 


| South America, kindly bill my home 


address in Chicago. 

JAMES P. WEST, 
(South America) 
Aires, Argentina. 


Director, Dearborn 
Limited, Buenos 


It Was a Mistake 
and Not a Wisecrack 


the Editor: In the current 
of ADVERTISING AGE, you were 
kind enough to mention the new type 
of vegetable soup which our client, 
the Emm-an-Cee Company, will soon 
introduce to the market. 

Let me quote the heading—‘‘Intro- 
duces New Song.” Probably the soup 
will end up that way with its own 
particular accompaniment, but I am 
sure our client would rather have it 
called 


To 


issue 


soup. 

And, there is the ever present 
danger that your good man Friday 
might jump upon this as good ma- 
terial for his Rough Proofs column, 
which would make the error all too 


obvious. 
A few lines of corrective copy will 
be appreciated. 
BENJAMIN A. Ort, 
Stanley *Pflaum 
Chicago. 


Associates, 


a + 


Says Chrysler Might 
Adopt A. A. System 


To the Editor: 
letter of Oct. 30 
sales promotion 


Thank you for your 

and being in the 
business, I wish to 
compliment you on the very thorough 
and almost overwhelming program of 
follow-up you put on a man to get a 
$1 bill out of him to renew his sub- 
scription. I am sure if Chrysler were 
to put such a program into effect on 


levery owner of a Chrysler car that 


is one year old more, we could 
perhaps induce many a sale to stop 
the constant flow of follow-up mes- 


sages. 


or 


P.&. 

Manager, Wholesale Sales Promotion, 

Chrysler Sales Corporation, De- 
troit, Mich. 


HiIMMELMAN, 


v 


You Must Have a Real 
Brogue To Get This 


To the Editor: Copy Cub missed a 
natural in your Novy. 10 
Attached a clipping 
issue headed, “Time 
Daugherty to Staff.” 
The head might have been 
more descriptive and 
Rough Proofs perhaps 
way: 
“Time 
Staff.” 


ne 


issue. 
from that 
Adds Linen and 


is 


a 
worthy 
if said this 


Adds Daugherty-Linen to 


FRANCES A. MUELLER. 
Milwaukee, Wis. 


bit | 
of | 


—— 
; ———— 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
nationale advertiser or advertising 
agency from the companies sponsor. 
ing them, or through ADVERTISING 
AGE, 


No. 671. Radio,as a Cultural Force, 


William S. Paley, president of CBS, 
outlines in this booklet the progress 
made in recent years in the use of 
radio for cultural and educational 
purposes. The philosophy of CBS in 
that respect is interestingly treated, 
and the booklet touches on the prob- 
lem of possible legislative direction of 
| radio. 


| No. 
| The New York Daily News dresses 
lup circulation statistics in unusual 
‘fashion. Humorous copy and use of 
comic illustrations in color achieve 
a high degree of readability for this 
booklet, which presents comparative 
data on New York dailies’ circulation 
in that metropolis and suburbs by 
borough, districts, towns and coun- 
ties. 


672. Show Now Going On. 


No. 67 

Market. 

This should be a valuable guide 
‘for the space-buyer in this market. 
Data on northern California sales 
factors, daily newspaper circulation, 
‘and trading area boundaries are 
| given in this effective booklet pub- 
lished by the Sacramento Bee, Mo- 
| desto News-Herald, and Fresno-Bee 
| Republican, James McClatchy Pub- 
lishing Company. 


3. The Northern California 


No. 667. 
| Your 


How Well Do 


Women? 


You Know 

An amusing and highly instructive 
folder containing four inserted pho- 
tographs of four women. The game 
is to judge the women as prospects 
for your product, and then check 
your findings with statistics on re 
verse sides. Published by the Par- 
ents’ Magazine, 
rNo. 668. Packaging in the Food In- 

dustries. 

This brochure illustrates how a new 
package is a compromise by three 
executive groups, administration, pro 


duction and sales and shows how 
these three groups may be reached 


through Food Industries, which reg- 
ularly reports packaging news. 


No. 669. Scenic Guide to Ohio Lake 
Erie Island District, “Oleida.” 
Valuable market facts by town and 

city are given in this attractive il- 

lustrated booklet published by the 

De Luxe Out-Door Advertising Com- 

pany, operating the largest exclusive 

| paint advertising service in northern 

Ohio. 


No. 670. The Real Property Inven 
tory. 
This Heating and Ventilating 


folder makes available the results of 
the real property inventory conducted 
by the Bureau of Foreign and Do 
mestic Commerce, in a form permit- 
ting their direct interpretation and 
use in connection with the heating 
industry and its market. Number 
and types of heating systems in ul- 
ban residential buildings are shown 
by state and region. 


No. 663. 
Market. 


The Southwestern Oregon 


This illustrated booklet gives mal- 
ket data of this section, and circu 
lation breakdown and combined daily 
coverage of a group of six newspa 
pers in the territory represented by 
M. C. Mogensen & Co., Ine. 


No. 468. Fadeless Publicity. 


An interesting presentation show 
ing the wide variety of sizes, design’ 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also 1 
eludes details on cost, method of 
production, and full color showings 
of signs made by Ingram-Richardsoa 
Manufacturing Company, by whom 
_the book is published. 
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se A ‘The leadership of Harpers Magazine in its par- ‘ 


eress 


on ticular field has been definitely established in J : 


se of y * e l a + . e 
oad : editorial content, in circulation and in adver- 
5 & . The circulation of 
ated, ti . li 
mb ‘Aneonne ising lineage. 
| MAGAZINE 
a ° * 
al | is larger than that of The Printers Ink Summaries for the past year 
sual any magazine in its . i 
se of . a 
he field . . . have shown Harpers Magazine in the first group 
- this 
ce an 103,202 f all l thlies in total ber of 
us : siti ene died of all general monthlies in total number o 
coun- - ee ~ b l 
advertising pages—see last two issues below. 
ornia 
zuide 
pls: PRINTERS INK SUMMARIES 
sales 
tion, are : OCTOBER NOVEMBER 
are 
1934 1934 
a ff pnt : Pa P 
Mo- Pa Fs ges ages 
shel : Fortune Ssveeaety ca teen 114 Fortune |... 132 
Pub- : ri ; House & Garden V. y. Met. Ea. 69 Cosmopolitan 75 
. 3 : TS Popular Mechanics.......... 66 Popular Mechanics ......... 74 
Lnow " : Cosmopolitan = 65 Town & Country (2 is.) . 63 
tie MAGA @ INE ; Town & Country (2 is. ) 60 House & Garden N. y. Mer. Fu. 55 
eer House & Garden ........... 59 <3>HARPERS MAGAZINE ... 52 
game ouse Beautifu is American Magazine 51 
pects , ——> tee atngg MAGAZINE . = Modern Mechanix.......... 51 
heck : rite Canepa he Hae f odern Mechanix ......... : 
n re gc as om Davin commas Price i Mis i, ie ai & Garden................ = 
Par- : Paradise Low 0¢ Mild? me Redbook ................... 47 squire ... Ecsta cexeneenentess a 
; Goody co Germany ee a a Y Motor Boating ................. 
iin & 7 Tie mae re BE eb ge ied , Motor Boating ... 43 ee 
. ee es ! , American Magazine 43 Nation’s Business — 
i new He The Coat of she i Miseorari Pacilie® 22s - mf Vanity Fair N.Y. Met. Ed. 43 Vanity Fair 39 
ee * Mon Cae ote Fee inti % Esquire 43 American Home y. y. Mer. a. 38 
“how ——eparements = sak eon nay enum ms ow seen eas ae Nation’s Business... 42 Popular Science Monthly 37 
iched ; Vanity Fair. 39 National Geographic 36 
| reg: | ~ Me MARPER & BROTHERS, PUBLISHERS 2 Yachting Seer eet pee = Atlantie Monthly ar 36 
Fico ayer saad aa mp Yachting ee 
American Home .......... .. 32 
Lake The Spur Fiinawindviees iste 
3 Movie Classic . 32 C Lif 33 
1 and Popular Science Monthly 32 capentans Pepa eeiel ree vaataaa B5yp 
ve il- ; Matien Mictucce. sa... 82 0d — Latapraaideuee’ ~ 
the @ : Field & Stream.................. 31 otion Picture... 
a i Banking... 31 Better Homes & Gardens.. 30 
SlV 
heel Atlantic Monthly anti American Home ie 
3 HA Country Life .. 30 Field & Stream . 30 
“7 pts These lists include all l hl 
MAGAZINE ese lists aie u hs general monthly magazines F 
iy ‘i carries a greater vol- with thirty pages or more. : 
rmit: lineage than any maga- P 
and “ ; 
ae: 8 zine in its field by far. These figures, combined with a circulation larger than any magazine in its 
a 3 pwd rinters &b field and the lowest rate per page per thousand, conclusively prove that 
nk a : 
waited Harpers Magazine is without question the outstanding “buy”’ in its field today. 
regon = 
IT PAYS ADVERTISERS — for no other reason could it exceed all other 
mal- 
circu: periodicals of its type in advertising lineage — IT PAYS ADVERTISERS. 
daily 
wspa- : Vv 
od by 
The Lowest Rate HARPERS MAGAZINE 
no : In Its Field 49 East 33rd Street, New York 
signs 
iron : 
es to 3 . 
o ip ; e - . * . 
f . . 
ao | The Most Discussed Magasine in America Today! ; 
-dson ris 5 
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Place ‘Mickey 
Mouse’ Cookies 
in Toy House 


Chicago, Nov. 22.—A new bid for 
juvenile favor is being made by six 
of the 15 individually-operated sub- 
sidiaries of United Biscuit Company 
with the introduction of a special set 
of Mickey Mouse comic cookies, 
packaged in a Mickey Mouse “toy 
house” package, and accompanied by 
a Mickey and Minnie Mouse cartoon 
hat. The cookies and the hat are 
designed to retail for ten cents. 


The new cookies and the new 
package are being introduced by the 
Sawyer Biscuit Company, U. B. C. 
subsidiary in the Chicago area, and 
by five other subsidiaries in retail 
stores in the Cincinnati, Pittsburgh, 
Buffalo, Fargo, N. D., Sioux Falls, 
S. D., Toledo and Columbus, O., trad- 
ing areas, according to Louis Wein- 
berg, Jr., advertising and sales pro 
motion manager of Sawyer. 


Just Raise the Roof 


On one side of the brilliantly col- 
ored “toy house” package are shown 
the three little pigs and little Red 
Riding Hood being chased into a 
house by the Big Bad Wolf; while 


on the other side, Mickey and Minnie 
are depicted welcoming their animal 
friends to their home. 

By raising half of the top of the 
package, a peaked roof may be 
formed, with the words “The Three 


Little Pigs’ on one slant, and 
“Mickey Mouse” on the other. The 
package is 10x3x2 inches. As it is 


of strong cardboard, it will withstand 
play uses. It was developed in con- 
junction with Kay Kamen, Inc., sole 
representative of Walt Disney Enter- 
prises. 

Food outlets are expected to push 
the item for Christmas tree decora- 
tion. They have been supplied with 
window streamers illustrating the 
package and cookie and stressing 
the free Mickey and Minnie hat. 

Salesmen have been equipped with 
a striking portfolio, which points out 
that “Mickey Mouse is featured daily 
in 10,000 theaters, read daily in 10,- 
000,000 newspaper copies,” and that 
“now America’s most beloved char- 
acter appears in a new cookie form.” 


Has Design Contest 


The commission in charge of pro- 
moting the Paris World’s Fair for 
1937 is conducting a competition for 
poster and stamp designs, open to 
all French artists. Inquiries should 
be addressed to the Commissariat 
General of the Exposition, Grand 
Palais, Paris. 


Penticoff to Head 
Chicago B. B. B. 


M. C. 
Sears, Roebuck & Co., has been 
elected to succeed Bruce MacLeich, 
secretary of Carson, Pirie, Scott & 
Co., as president of the Chicago Bet- 
ter Business Bureau. 

J. A. Peterson, president, J. W. 
Peterson Coal Company, and Taylor 
Strawn, vice-president, Elgin WNa- 
tional Watch Company, are vice- 
presidents. A. R. Floreen, vice-presi- 
dent of the City National Bank & 
Trust Company, is treasurer. Ken- 
neth Barnard, general manager, was 
re-elected secretary. 


Drummond Heads 


New Sales Department 
The New York, New Haven, & 
Hartford Railroad has created a new 
section of the traffic department to 
be known as the department of sales 
and traffic solicitation. A. A. Drum- 
mond, now assistant freight traffic 
manager, has been appointed sales 
traffic manager in charge of the new 
division, with offices in Boston. 


Gets Two New Accounts 


Tomaschke-Elliott, Inc., Oakland, 
Cal., agency, has been appointed to 
direct advertising of the S. T. John- 
son Company, oil burners, using di- 
rect mail and trade journals, and the 
Berkeley Shield Mfg. Company, 
using newspapers. 


Penticoff, district manager, 
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BiG BROADCASTS 
WILL INTRODUCE 
NEW NASH LINE 


Two Three-Hour Programs 
Are Planned 


Chicago, Nov. 22.—One of the 
longest commercial broadcasts in the 
history of radio will take place 
Christmas Day, when Nash Motors 
Company, Kenosha, Wis., will spon- 
sor a three-hour program. Another 
broadcast of the same length will be 
presented New Year’s Day. Both 
will feature the 1935 models of the 
Nash and Lafayette cars, and J. Wal- 
ter Thompson Company, agency for 
the latter, is placing the broadcast. 
Columbia Broadcasting System will 
be used. 


National Biscuit Company recently 
announced inauguration of a three- 
hour weekly program of dance music 
over an NBC network Dee. 1. 

Both of the Nash shows will be of 
the all-star variety and will present 
entertainment from at least three 
widely separated points—New York, 
Chicago and Hollywood. While con- 
siderable secrecy surrounds the iden- 
tity of luminaries to appear on the 
program, it is known that Lionel 
Barrymore, who is far from in love 
With radio, has been lured into the 
picture with the juicy part of 
“Scrooge,” the unamiable old gentle- 
man in Dickens’ “A Christmas 
Carol.” 

Used Little Radio 


The Dickens classic is regarded as 
particularly appropriate for a Christ- 
mas broadcast, and it is said that 
Barrymore, who attained his great- 
est fame in playing roles of elderly 
men, is keen for this impersonation. 
However, the Barrymore portrayal 
will require only a fraction of the 
entire broadcast, though it will prob- 
ably be featured in advertising. 

Nash Motors Company enjoyed a 
brief plunge into the radio pool sev- 


eral years back, but has not been 
known as an enthusiastic advocate 
of radio. Important Christmas and 
New Year programs have become 
something of a tradition on radio, 
however, and Nash decided that a 
broadcast more imposing than any 
ever before attempted on these days 
would provide an ideal vehicle for 
announcement of the new cars. 

The Columbia Broadcasting Sys- 
tem is now trying to clear the neces- 
sary time on all available stations. 
It is possible that the broadcast, be- 
cause of contracts of some stations, 
may have to be reduced to two hours 
and 45 minutes. This will be the 
minimum, however. Indications are 
that between 94 and 97 stations will 
be hooked up for the two big Nash 
broadcasts. 

The exact time of the broadcasts 
will also remain unknown until Co- 
lumbia has completed its survey of 
r ..uation. It is almost sure, how- 

that the average family will 
be able to listen to Nash and Scrooge 
about the time daddy is wrestling 
with the Christmas turkey around 


5 p. m. 


Holland Directs Publicity 


The Hart Vance Company, St. 
Louis and Chicago sales development 
specialist, has added a publicity and 
public relations department at St. 
Louis under the direction of Gerald 
Holland, formerly with the Milwau- 
kee Journal and New York World- 
Telegram. 


eve) 


Creamer with S-M News 


Joseph Creamer, in charge of pro- 
motion for the Frank A. Munsey 
Company, and previously with Bat- 
ten, Barton, Durstine & Osborn, has 
resigned from the former post to 
serve in a similar capacity for the 
S-M News Company, New York. 


W. R. Hastings Dies 


W. Reed Hastings, 30, vice-presl 
dent and assistant business manager 
of the Lynn, Mass., Daily and Eve- 
ning Item, died Nov. 16 at his home 
in Swampscott, Mass. 


. . 9”) 
Inglis Joins “News 
E. S. Inglis, for several years sec: 
retary of Carroll Dean Murphy, Inc., 


has joined the Chicago office of 
Manufacturers News, midwest indus 
trial paper. 


— MASS PLAN-ADVEATISING. 
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To be sold as an individual 
magazine hereatter; 
Photoplay Unit Dissolved 


FFECTIVE with its March issue, Shadoplay changes from a 10c te 
a 15c movie magazine. Its editorial contents — both quantitatively 
and qualitatively—will be stepped up to justify this increased price. 
Shadoplay advertising will be sold separately from Photoplay 


effective with the March issue. 


| Photoplay will be sold in combination with no other magazine or 
group of magazines. 


A new circulation guarantee and rate schedule for Shadoplay will 


be issued shortly. Photoplay’s rate and guarantee continue the same 


as formerly. 

Advertisers who have already contracted for the Photoplay unit 
will be permitted to fulfill their contracts, but no further orders for space 
except in Photoplay individually or Shadoplay individually will be 
acceptable. 

The original Photoplay sales staff, intact, carries on for Photoplay the 


outstanding film magazine advertising job for which it was responsible. 
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PEPPERY COPY 
PRECEDES VOTE 


IN AUSTRALIA 


Huge Campaign Aids U.A.P. 
Retain Reins 


Sydney, Australia, Oct. 10.—-A na- 
tionwide political campaign, dis- 
tinguished for its use of almost 
every type of medium and copy ap- 
peal usually associated with product 
or service campaigns, has just been 
successfully completed here by the 
United Australia Party. 

Such innovations as dramatized 
radio sketches, comic strip copy, 
etc., were included in the unusually 
complete campaign worked up for 
the United Australia Party, com- 
monly referred to as the U.A.P., 
by Goldberg Advertising Agency, 
Ltd., which handled the drive. 

“The actual advertising campaign 
Was very extensive and incorporated 


press, magazine, hoarding, and 
broadcast advertising,” S. M. Bal- 
lantyne-Russell, manager of the 
agency, informed ADVERTISING AGE. | 


“All told there was a greater breadth 
to advertising used in this election 
than any previously staged in Au- 
stralia. The most interesting part 
of the election, however, was the 
angle utilized in presenting facts to 
the public. For the first time we 
believe, in political advertising, the 
radio was used to put over propa- 
ganda for the various parties, not 
by direct announcement but by use 
of dramatic play presentations.” 


A Bitter Campaign 


Twenty-four sheet posters were 
used in many locations, and the 
entire metropolitan and_ provincial 
press was employed for the U.A.P. 
campaign. 

“The United Australia Party is 
very distinctly anti-socialist and the 
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HOW POLITICAL COPY LOOKS IN AUSTRALIA 
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EMPLOYMENT... 


opposition Labour party platform 


was based upon a re-arrangement of 


the control of finance,” Mr. Ballan- 
tyne-Russell pointed out. “This led 
to interesting developments of the 
| advertising theme and gave an op- 
| portunity for the introduction of 
|what we believe to be an innovation 
in political advertising, that is the 
use of the strip cartoon.” 

The entire U. A. P. campaign 
sought to drive home the conserva- 
tive conviction that return of the 
socialist Labour party to power 
would bring confusion to public 
finances. “Remember 1931” was the 
theme of the U. A. P. campaign, 


which used “scare’’ copy to good 
effect. 
“Don't Let This Happen,” warned 


a newspaper advertisement 
ing a frenzied 


bank. Copy 


pictur- 
alongside a 
of Labour party leaders 
nationalization of banking 
cialization of credit. 
Another strip cartoon presented 
an imaginary conference of Labour 
leaders with the leaders speaking 
by means of balloons. The charac- 
{ters cope with a bank run by print- 


favoring 
and so- 


Nebraska has the 


CASH! 


Bank Clearings UP 39.8% 
Grain Receipts UP 70.5% 


HATS OFF TO NEBRASKA! 


ings and grain receipts over a year ago! 


ahead for the year! 


Big increases in bank clear- 
Live stock receipts 


Prices, in many eases, nearly DOUBLE! 


Nebraska farmers have MILLIONS MORE CASH than for 


the past 3 years! 


Your advertising message in 


The World-Herald reaches 25,000 


more readers than Omaha’s second paper. Home-delivered to 


830% of Omaha’s families. 
want-ad advertising. 


Carries 
Has been Omaha’s leader for 25 years! 


more local, national and 


Omaha WORLD-HERALD 


National and 


1 ° 


in CIRCULATION @ 


in Loeal. 


Classified ADVERTISING 


O’MARA & ORMSBEE. Inc., National Representatives 


VOTE U. 


FOR THE SENATE VOTE [3] ABBOTT (2) COURTENAY [i] DEIN 
. WAGES. 


mob pouring into a | 
four-unit | 
strip cartoon quoted from speeches | 
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A.P. 


- » Sears © 


One of the numerous advertisements used in newspapers throughout 
Australia in the recent political campaign. The copy is notable for 
the fact it is as well prepared as that for any 


product advertising. 


ling fiduciary notes, and close the 
|/bank when 
| finally refused. 


the bank notes are 
“Well, boys,” one 
character announces in the wind-up 
unit, “Everything is clear for soviet 


control of everything!” 
Story of Contrasts 


The wage-earner was the topic of 
a striking advertisement “All Eyes 
on the Clock.” On the left of a 
clock was shown a shabby, down-at- 
the-heel man. Underneath was the 


warning “Every five minutes the 
Socialist party was in power a man 
‘lost his job.” On the right the 


reader saw a wage-earner with lunch 
pail, on his way to work, the cap- 


\ ( WERE AFTER THE 
PEOPLES MONEY 


. +The Insurance ond Friendly 
Societies have a /ot of it // 


Paar iy 


41 


fon THE seware vor’ J) assorr J) counrewary J 


EMPLOYMENT WACES SECURITY 


One of the advertisements in the 
political series which made use of 
the comic strip technique. 


tion below stating “Every seven 
minutes since the Lyons Govern- 
ment came into office a man has 


found a job.” Blacked-out areas of 
the clock marked off five and seven 
minute periods. 

Another advertisement urged 
readers to “Remember 1931 under 


| Lang and Scullin, one in every three 

| ” 
workless! 

| tion 


and contrasted the situa- 
under the Labour government 
with the happy developments since 
the U. A. P. assumed office. 


Typical copy aimed at the farm- 
ers was headlined, “The brighter 
|day has dawned! A policy for the 


man on the land.” 
tisement, attention 


In another adver- 
was drawn to 


four illustrations depicting the Lyons | 


government program for fertilizer 
subsidy, dairy farmers, aid to wheat- 


growers, and fruit grower relief. 
Copy declared that the “Socialist 
government means bankruptcy and 


ruin,” and emphasized gains 
under the U. A. 


made 
P. administration. 
Travel Copy for Hotels 


Addressing a group of hotel execu- 


, tives who lingered after the National 


Hotel Exposition last week in New | 
|Yerk, Ralph Hitz, president of the| 
National Hotel Management Com- 


pany, urged hotels to encourage the 
travel idea in all their advertising 
and to bolster the public trend noted 
recently toward more travel. 


Studebaker Tells Plans 
Studebaker’s new models for 1935 
and the outline of the promotional 


campaign to be put behind them will | 


be disclosed Nov. 26 at a conference 


|of dealers to be held at South Bend, 


Ind. 


SOCIETY TEAS, 
“SHOWS PROMOTE 
SALES OF NUCOA 


Glamorous Promotion Aids 
Butter Substitute 


New York, Nov. 22.—In one of the 
first known moves to put glamour 
into the promotion of a nationally 
advertised food product, Best Foods, 
Inc., won considerable success in a 
test promotion of the new Nucoa in 
six cities. 

A combination of newspapers and 
radio was used to augment society 
luncheons and shows in Syracuse, 
Pittsburgh, Grand Rapids, Cleveland, 
St. Louis and _ Louisville. The 
“glamour promotion’s” effectiveness 
is registered in coupon returns on a 
new book written by Ida Bailey Allen 
entitled, “Round the World Cook 
Book.” 

This is the first advertising effort 
given the revised product, now made 
entirely of American’ ingredients, 
whereas formerly it had contained 
imported materials subjected to ad- 
verse legislation and taxation. A 
modern package has been adopted. 

The campaign is now running in 
16 cities. In the test cities, usually 
the radio transcription phase of the 
program was launched first. Then 
came the luncheon and show and 
then the campaign of sizable news- 
paper advertisements” giving Ida 
Bailey Allen’s testimony on the qual- 
ity and wide adaptability of Nucoa. 

Society Leaders on Deck 

In each of the six test cities a 
society leader sponsored a luncheon 
attended by up to 40 social leaders 
and home economists. The plan was 
to surround the new product with a 
“style” atmosphere rather than one 
of cooking school type. No endorse- 
ment of the product was sought from 
the sponsor. The principal advertis- 
ing derived from the luncheons was 
that the chefs of hotels, clubs and 
restaurants where the gatherings 
were held had used Nucoa for cook- 
ing as well as on the butter plates. 

The radio programs, using three 
15-minute periods a week, feature 
Ida Bailey Allen and Charles Prem- 
mac, as “Franz, the International 
Chef.” Point of sale material has 
been issued and demonstrators are 
working in some of the stores fea- 
turing Nucoa. 

In each of the test cities, a show 
Was given either on the day of the 
luncheon or the following day, with 


attendance ranging up to 700. It was 
in these shows, styled “Round the 
World with Food and Song,” that a 


certain glamorous treatment was 
used to interest housewives in the 
product. 

Mrs. Allen, who is well-traveled, 


appeared in costumes of various na- 
tions, demonstrated some character- 
istic habit or custom and showed a 
typical food of the nation. “Franz” 
assisted, as did Louise Michel, of 
Benton & Bowles, Inc., the agency. 

Lasting an hour, the presentation 
was not a cooking demonstration. At 
its conclusion, a variety of foods 
prepared with Nucoa were exhibited 
and freely sampled. 

Newspaper advertising features 
the all-purpose nature of Nucoa and 
a testimonial by Mrs. Allen, writer 
of some 20 cookbooks aside from ad- 
vertising booklets, to the effect that 
Nucoa is one of the greatest food 
discoveries made. Good Housekeep- 
|ing Institute and A. M. A. approval 
is stressed. 


Dennis Kelliher Killed 

Dennis C. Kelliher, sales manager 
of the New Haven Clock Company, 
New Haven, Conn., was killed in an 
automobile accident near Reading, 
| Pa., Nov. 16. 


| Appoints Billingslea 
The J. C. Billingslea Company, 
| Chicago, has beeen re-appointed west- 
ern representative of the National 
| Lire Stock Producer, Chicago. 


9-Month Lineage 
Record Given on 
346 Newspapers 


New York, Nov. 22.—Almost a pjj. 
lion and a quarter agate lines of aq. 
vertising were printed in the news. 
papers measured by Media Records. 
Inc., during the first nine months of 
1934, the quarterly statement of that 
organization reveals. 

“In 87 cities,” the statement says, 
“346 newspapers published in 60,009 
editions 7,500,000 display advertise. 
ments run by over 100,000 advertis. 
ers, and totaling 1,235,168,121 agate 
lines.” 

Of this total, 1,023,587,972 lines were 
display advertising, 187,838,686 were 
classified, and 23,741,463 were legal, 
The display advertising was broken 
up into retail, 685,636,677 lines; gen. 


eral, 227,548,026 lines; automotive, 
87,254,463 lines; and financial, 23. 


148,806 lines. 


Judd’s New Department 

H. L. Judd Company, Wallingford, 
Conn., maker of drapery, carpet and 
stationary hardware, has organized 
an advertising department to supple. 
ment the activities of the New York 
sales promotion department. 


Ideal for account execu- 


tives...2 room suites with 
very large rooms, serving 
pantries. Perfect for hold- 
ing conferences. The at- 
mosphere is conducive 
to good work. Splendid 
location, one minute from 
152 agencies. 

Daily rates for advertis- 
ing men from $3 single, $4 
double. By the month: 


two room suites from $115. 


HOTEL 
WINTHROP 


47th STREET AND LEXINGTON AVE 
NEW YORK CITY 


A ROGER SMITH HOTEL 
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December 20 


LAST DATE FOR PROTECTION . 


SEND IN ORDERS 


N OCTOBER 20th, THE FARMER’S WIFE 

Magazine announced a new guarantee on circu- 
lation, an increase from 950,000 to 1,050,000, and an 
increase in rates from $5 per line, $3100 per black 
and white page, to $5.50 per line and $3400 per black 
and white page. 


In one month, over 200 orders have been received. 
At the same time, many advertisers have asked us 
for a time extension on this protection date. Schedules 
which could not be completed and OK’d by November 
20th, and advertisers who were for the first time 
realizing the amazing possibilities of THE FARM- 
ER’S WIFE Magazine, had, we felt, a valid claim. 


Obviously we cannot discriminate. We are there- 
fore extending to all advertisers another 30 days in 
which to enter orders for space in 1935. December 
20th, closing date for the February 1935 issue, is, 
however, positively the last day. 


Protect yourself now for all of 1935 at existing rates 
and pay yourself a 10% circulation dividend on all 
Space used in THE FARMER’S WIFE next year. 
You'll want to use every issue, too, for this magazine, 
the only magazine written for the 40% of America’s 
women who live on farms and in towns under 1,000, 
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NOW FOR 1935! 


gives you another dividend—a dividend of 760,000 
extra consumers. Farm families average .76 per- 
sons bigger—three more consumers in every four 
average farm families than in four average town 
families. 


And remember, farm incomes are up. They’re 
20% to 25% larger in 1934 than in 1933; 1935 
will show still another increase in farm spending 
power. Make sure you get your share of these 
extra expenditures at this low advertising cost. 
Remember December 20th—but don’t wait that 
long. Send your order to the nearest FARMER’S 
WIFE office at once. 


the FARMER'S WIFE 


The Woman’s Magazine with the Fastest-Growing Reader Income 
NEW YORK CHICAGO ST. PAUL SAN FRANCISCO 
405 Lexington Ave. 307 N. Michigan Ave. 55 E. 10th St. 55 Montgomery 
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Two years ago McCall’s brought out a new type of maga- 
zine—three magazines in one. For the benefit of reader and 
advertiser alike, the contents were sorted according to the 
three main interests of women. Now McCall’s prints the 
answer to the question, “‘Do advertisers get better resultsP”’ 


]. 60% INCREASE. Following the change in 
make-up, the requests for editorial service ma- 
terial increased 60% in the HOMEMAKING Section 
and 70% in the StyLe & Beauty Section. 


2. ADVERTISING UP. During the two years 
of the new make-up, McCall’s share of the total 
columns of advertising placed in women’s maga- 
zines has increased to 19.8%, the greatest in 


McCall’s history. 


3. WE LIKE THE TRUE STORY SURVEY. 16,000 
magazine -selling druggists, asked to choose, 
named McCall’s first among women’s magazines 
(second only to True Story) for the advertising 


of a popular priced toilet article appealing to 
women. 


4. 129 NEW ADVERTISERS used McCall's 
lor the first time in 1934. 


5. GREATEST SHARE. During the two years 
of the new make-up, McCall’s percentage of 
the newsstand sale of the women’s field has 
increased to its highest point since newsstand 
sales were first reported in 1929. 


6. LEADS IN TOILET GOODS ADVERTIS- 
ING. The following total columns were used by 
toilet goods advertisers in women’s magazines 
the first 10 months of 1934. 


McCall’s oe 644 
Woman’s Home Companion 605 
Ladies’ Home Journal 586 
Good Housekeeping 483 
Delineator ‘ 257 
Pictorial’ Review 157 


7. PREFERENCE. Second only to Good House- 
keeping, more advertisers during the first six 
months of 1934 used McCall’s exclusively than 
used any other women’s magazine. 


8. McCALL’S FIRST. 3,000 home economists 
were asked ‘“‘What woman’s magazine is making 
the greatest progress?” 


45 % voted for McCall’s 
34.2% voted for Good Housekeeping 
7 Y% voted for Ladies’ Home Journal 
5.4% voted for Woman’s Home Companion 
5 % voted for Delineator 
3 % voted for Pictorial Review 


9. OVER 10,000 DIMES were sent byMcCall 
readers in answer to the offer of a certain ad- 
vertiser. This record return from McCall’s was 
first in a field of 12 magazines—4}?% ahead of the 
next magazine! 


10. FLATTERY. A leading Canadian women’s 
publication has changed to triple magazine 
format. 


11. FLATTERY. A leading publication in the 
drug field has changed to triple magazine format. 


12. FLATTERY. A woman’s magazine is to use 


an adaptation of ‘‘sectionalized” magazine. 


13. FLATTERY. A leading publication in the 
hotel and restaurant field has changed to triple 
magazine format. 


14, 60,000 REQUESTS were received for a 
cookery booklet offered by a food advertiser who 


used a single half page in McCall’s Homemaking 
Section. 


15. OUTPULLS. A leading food advertiser 
writes that his March 1934 page in the Home- 
making Section outpulled by two to one a sim- 
ilar page in the March 1932 issue. 


16. “WAY AHEAD,” says a leading corset 
manufacturer, comparing results in the Style 
& Beauty Section with advertising in other wo- 
men’s magazines. 


17. “TWO TO ONE for McCall’s,” says a food 
advertiser, comparing returns with two other 
women’s magazines he uses. 


M.CALL’S 
LADIES’ HOME JOURNAL 
WOMAN'S HOME COMPANION 
GOOD HOUSEKEEPING 
PICTORIAL REVIEW 


DELINEATOR 


18. MORE NEWSSTAND CIRCULATION. 
McCall’s leads the women’s field, and by what 
a margin! In other words, given the whole field 


to pick from, women prefer to spend their mohey 
for McCall's. 


19. READ MORE. According to a survey by 
Prof. Hepner of the University of Syracuse, 
McCall’s gets a greater percentage of its con- 
tents read than any other women’s magazine. 


20. ATTENTION COVER TO COVER. Ac- 
cording to the same survey, every section of 
McCall’s receives increased reader attention. 
Feature article in StyLe & Beauty read by 76.8% 
Feature article in HoMEMAKING read by 76.8% 
Feature article in Fiction read by 73.7% 
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Big Newspaper 
Drive Features 
Pen Promotion 


New York, Nov. 21.—The largest 
newspaper campaign used by L. E. 
Waterman Company in several years 
will back up its magazine campaign 
during the Christmas drive for pen, 
pencil and ink business, it was re- 
vealed this week. 

A series of two-column newspaper 
advertisements to appear throughout 
the country during December will 
back up full pages in both color and 
black and white in American Maga- 
zine, Christian Herald, Collier's, Cos- 
mopolitan, Literary Digest, National 
Geographic, New Yorker, Redbook, 
Saturday Evening Post and Time. 
Immediately preceding the holidays, 
the newspaper space will be stepped 
up to three and four columns, fea- 
turing a wide variety of items and 
their prices. 


Build Around Pen Hunt 


Copy generally will be built around 
facts unearthed in Waterman’s recent 
search for pens which have given 
unusually long and faithful service— 
a search which was instigated in con- 
nection with the recent celebration 


USINESS is good in Portland, 

Oregon, following a year of 
bumper crops and high prices. 
Food advertisers particularly 
know this and have 
schedules. This increase is prac- 
tically all coming to The Orego- 


PEPS UP FARMERS 


| Christmas present 
| for the farmers 


© Governor beve spohro Newapepers hove spread the appeal 
to the senoe 


© A pret uaned efor Kraft bes porord 9 ot «hoke-beerted!> 
2 Li the beasy surphos of cheese cas be moved ate roasum 
tee sow, whet s Christmas present a will be for the devy 


bereree 


© Aber Cheese Beek? Gell, there won't be 20 work earite ; 
2 will still be 6 ered for stredy, emongetic work 


© To crmete wider cad boagrin, workers for Wim came deury 
products \s the job Kraft works ot bfty- two weeks 6 year! 
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Newspaper advertisement used in 
Wisconsin papers last week by 
Kraft-Phenix Cheese Corporation 
to point of the benefits of national 
cheese week to farmers. 


of the 50th anniversary of the inven- 
tion of Lewis Edson Waterman’s 
fountain pen. 

An unusual copy angle is presented 
in advertisements in the December 
issues of American Boy, Boys’ Life, 


During the first 9 months of 
1934 in national food linage! 


THE OREGONIAN 
GAINS... 23 %o 


SECOND PAPER 
LOSES ..... 9% 


increased 


nian, according to the Media 
Record figures shown. The con- 
tinued swing of food linage to 
The Oregonian is further proof 
that this newspaper reaches and 
sells the able-to-buy families of 
the Portland market. 


Open Road for Boys and St. Nicholas. 
To get around the overworked “ask 
dad to give you this” style, the copy 
is headed, ‘““‘Waterman’s secret service 
cooperates with that jolly gentleman, 
Mr. S. Claus.” 

Copy explains the merits of the pen 
and then urges the filling out of a 
“secret service’ coupon, giving the 
name of the relative or friend who 
has been chosen for the honor of pre 
senting the reader with a pen. “Then 
our ‘operatives’ get the message that 
you would like a Waterman's for 
Christmas to the person whose name 
you write in,” the company explains. 

Frank Presbrey Company, New 
York, is the Waterman agency. 


To Handle Part 


of Texaco Advertising 


The, Texas Company, maker of 
Texaco petroleum products, has ap- 
pointed Newell-Emmett Company, 
Inec., to handle that part of Texaco 
advertising placed in general maga- 
zines and newspapers. 

The advertising done in other me- 
diums will continue to be handled by 
the present agents. 


Opens New York Office 


The Scene-in-Action 
Company, Chicago, has opened a 
New York office at 420 Lexington 
Ave. under the management of R. L. 
Barker. 


Advertising 


Che Oregonian 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLIN, 


ERCxs 


New York, Chicago, Detroit, San 


Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Francisco, New York, Chicago, Detroit, Los Angeles 


O F 


A MERIC A’S 


GREAT 


NEWSPAPER § 
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Getting Personal 


Snapshots of the A. N. A. convention: “Stew” Peabody designat- 
ing the Washington administration as “the new ordeal.” . . Paul Hol. 
lister talking about consumer demand having become “ferocious” anq 
proving it by Macy sales. . . John Peterson invading an empty Child's 
restaurant on the board-walk and asking if he could have a table with. 
out a reservation. . . C. F. Farnham wondering what the TVA is going 
to do to the gas appliance business ’way down South. . . E. J. Borton 
breezing in from a successful speaking engagement in Columbus Mon. 
day. .. Bernard Lichtenberg upholding his reputation for smoking 
the biggest cigar ever carried at his weight. . . Lee Bristol using the 
microphone under protest. .. Allyn Mclintire refusing to use it. . 
Sam Howard still insisting that Indianapolis is the world’s greatest 
test market. . . Arthur Kudner, 4 A’s chief, listening to a lot of ques. 
tions about the agency compensation report and diplomatically answer. 
ing none of them. . . Ralph Leavenworth receiving congratulations on 
his election to the board of directors of the A. N. A. . . Leon Weaver 
getting the glad hand as a guest advertiser. .. Judd Payne looking 
over the assembled dignitaries and deciding to start an association 
for association hired men. . . Bob Flood getting a big kick out of the 
recommendation by Bud and Col. Stoopnagle of that good Gulf gaso- 
line. .. H. Napier Moore demonstrating that he could make good in 
vaudeville with his English dialect stories if he didn’t want to edit 
Maclean's Magazine... Arthur D. Whiteside talking off the record and 
giving the low-down on some of the most interesting Washington sit- 
uations. .. W. M. Kiplinger explaining just who in Washington is 
known as Madame Queen... Turner Jones saving a lot of blushes 
by not hearing himself called the daddy of the traffic audit idea... 
Leo McGivena trying to explain the how-come of that Hiawatha copy 
of the New York News. .. Fred Healy assuring fellow Illini that if 
Pat O’Dea hadn’t come back to Madison Wisconsin wouldn’t have 
won. . . Gil Hodges pinch hitting with éclat for Ed Kobak, AFA chief 
who is convalescing at his home in Jackson Heights after an 
operation for appendicitis. .. Mort Berkowitz explaining that he 
started working for W. R. H. forty years ago by selling Journals in 
Union Square. . . Professor Hotchkiss assuring his hearers that grade- 
marks are worthless and then identifying himself as a Grade B pro- 
fessor... Allan Brown getting cheers with his new foxhound 
story. . . Catherine McNelis demonstrating just how a blue velvet 
gown should be worn... 


J. J. Paulson, account executive in Maxon’s Chicago office, has 
been lunching frequently with a publisher of class magazines, giving 
rise to the rumor that another super-class publication will soon make 
its appearance... 

Karl Stefan, chief announcer for Station WJAG, Norfolk, Neb., 
was elected to Congress at the recent election, escaping the landslide 
which buried most of his Republican associates. He is the first work- 
ing announcer to be elected to either house of the national assembly... 

Donald H. Miller, western manager for McGraw-Hill’s Radio Re- 
tailing, is such an ardent radio enthusiast that he has equipped a baby 
carriage recently purchased for a new son with an air-cell battery 
operated radio. The news photographers are all excited about it... 

Robert B. Johnston, western representative for This Week, is said 
to possess a camera-like brain which never forgets a face nor the 
name of its owner... 

Senator Arthur Capper is reported to keep a close check on his 
publishing interests in spite of his duties in Congress. Like a prince 
out of the Arabian Nights, the Senator often visits his branch offices 
incognito and at unexpected moments. . . 

Harrison Atwood, vice-president of McCann-Erickson, sailed for 
South America the other day in company with Harry Clark, manager 
of the agency’s foreign department. The visit is said to mark a 
renaissance of Latin-American advertising. . . 

Jack Platt, a. m. of Kraft-Phenix Cheese Corporation, is the most 
modest of men. Congratulated recently on making such a fresh and 
dashing appearance on all occasions, he drawled, “Yeah—lI got two 
suits of clothes.” 

Steve Trumbull is back with J. Walter Thompson Company, Chi- 
cago, after ‘a term of service in the radio department of A Century 
of Progress, where he put his long experience with Columbia Broad- 
casting System to good stead... 

Though both “Spats” Johnson and J. F. Alexander are noted for 
their good humor, they are given a clear path when they team up 
for a stroll through Chicago's loop. Both are well over six feet and 
as wide as their height would suggest. Mr. Johnson is now conduct: 
ing a service organization in Cleveland, while Mr. Alexander is vice- 
president of the United States Steel Corporation, Chicago. . . 

If John H. Dunham hadn't elected to be an agency man, he 
might have done well in the movies. Mr. Dunham’s wavy hair is 
the despair of other Chicago advertising men who find their locks 
withering with age. 

George B. Bassler, Rhodes & Leisenring Company, Chicago, has 
just completed a tour of duty on the federal grand jury and is proudly 


exhibiting a check for payment at the rate of $3 per diem. He's 
glad he isn’t on the Insull jury. . 
Vincent Gottschalk, Chicago manager for A. E. Clayden, Inc. 


was a pie salesman in his younger days. A good K. of C., he secured 
an important order from the Ku Klux Klan, which convineed him 
that he was ripe for bigger things. 


Rusco Promotes Hambly | 


Frank L. Hambly has been made | 
general manager of the St. 


Chicago Agency Moves 


Frederick & Mitchell, 
Johns,|agency, will leave’ their 


Chicaé 
preset! 


|/Que., plant of the Russell Manufac-| quarters Dee. 1 


turing Company, Ltd., Rusco brake 


linings and other automotive prod- | 


ucts, and placed in charge of all 
sales but those of the replacements 
department. 
he was Marmon Motor Company's ex- 
port manager. 


Picks C. E. Coyne 
Charles E. Coyne, formerly assis- 
tant advertising manager of Filene’s, 
and publicity director of the R. H. 
White Company, Boston department 
stores, has been appointed assistant 
to the general manager of the 


Houghton and Dutton Company, Bos-| product of Rosenau Bros., Inc., Ph!# 


ton, in charge of sales promotion and 
publicity. 


Before joining Rusco, | 


in favor of a ne¥ 
|/home on the tenth floor at 333 4 
|Michigan Ave. The agency has bee! 
|located at 360 N. Michigan Ave. ! 


‘about ten years. 


Farrar’s New Work 


Intertype Corporation, has 


| Gilbert P. Farrar, formerly Wi 
| 


poration, Jersey City, N. J., 
| graphic counselor. 


Picks Al Paul Lefton 


| Advertising of Cinderella dressé 


delphia, has been placed with - 
(Paul Lefton Company, Philadelph!# 


joined 
American Type Founders Sales C0” 
as type 
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~ ms 
EMPLOYS HUMOR our dealer advertising for this sea- P bli h “The people in the larger centers| gate, Time; Mr. and Mrs. E. M. 
son. People have more money in u is ers of population are inveterate news-| Roberts, St. Louis Star-Times; and 
their pockets this fall than for sev- | papers readers,’’ Mr. Cameron pointed | James T. Williams, Jr., Hearst pub- 
. eral years. They are happy and are Return from ‘out in an interview. | lications. 
going to have a Merry Christmas and e | “Japanese newspapers are progres-| The original party included Mr. 
a Happy New Year, and we are let- Eastern Trip sive. and several have daily circu-| and Mrs. Lowell Mellet, Washington 
ting them know that Crosley radios eS lations running well over a million.” | Daily News; Mr. and Mrs. Philip L. 
will add to the gayety of their lives.”| gan Francisco, Cal., Nov. 20.—Re : : Jackson, Portland, Ore., Journal; Mr. 
aye wa turning to the United States after | Ship Reporters Use Pigeons and Mrs. Arthur J. Sinnott, Newark 
Agency’s New Name a busy two months touring the | “The use of carrier pigeons by | Evening News; Mr. and Mrs. James 
The Paris agency, Agence de Orient as guests of the Japanese | Japanese ship reporters to return Hammond, Memphte Commercial-Ap- 
LIKE HEAVEN?" Publicite de l'Europe Centrale, has | Press Association, a group of Ameri-| photographs and interviews to their | peal; Mr. and Mrs. J. Roscoe Drum- 
ethno changed its name to Agence Centrale |can newspaper publishers arrived in papers, we found particularly en-| mond, Christian Science Monitor ; 
Stee de Publicite de l'Europe, and moved |this city last week. | lightening,” he commented. Bailey Millard, Los Angeles Times; 
oe) to 7-9 Boulevard Haussmann. George T. Cameron, publisher of| Members of the party were accom-| Mr. and Mrs. W. N. Burkhardt, San 
ALL WAVE the San Francisco Chronicle, de-| panied by their immediate families. | Francisco News; and Mr. and Mrs. 
- M scribed the trip as instructive and en-| The arrivals included Mr. and Mrs.|L. P. Thurston, Honolulu Advertiser. 
Gobel Appoints joyable. Sightseeing, conferences, and|Cameron; Mr. and Mrs. Carroll| Some of these latter members of the 
Adolf Gobel, Inc., New York meat a round of luncheons, teas and| Binder, Chicago Daily News; Mr. and | party returned before completion of 
tg ~D nag org ge con bet banquets furnished entertainment|Mrs. Edmund Gilligan, New York | the tour and a few others stayed on 
: account. for the visitors. Sun; Mr. and Mrs. William A. Lyd-| in Honolulu. 
, One of the cooperative dealer ad- |. niente 
vertisements in the holiday drive 
on Crosley radios. 
t 
 TCROSLEY ADOPTS 
| CARTOON STYLE 
f 
UT RE 
TIN RADIO DRIVE 
n zy 
| Day! 
n er ‘ 
nf Cincinnati, O., Nov. 22.—Reflect- a 
:. ing the more cheerful psychology of y ® 
d buyers, humorous cartoons will be 
.t ised to illustrate the sales points of 
Crosley radios in one of two special 
Christmas cooperative advertising 
" campaigns to be used this year. 
6 The Crosley Radio Corporation ex- 
as pects the largest Christmas season 
for radios since 1928, and is backing 
ds, ts belief with a $200,000 appropria- 
le tion. One campaign is devoted espe- 
k- dally to Christmas advertising for 
th radios and refrigerators. The 
'e- other Campaign, in which cartoons 
dy aud humorous appeals are to be 
ry used, promotes radio sales only. 
rs (Crosley has prepared a series of 
id six newspaper cartoon § advertise- 
he ments for use by more than 21,000 
dealers. The insertions are three 
‘is lumns wide and range from six to 
ce vven and one-half inches in depth. 
es In one of the advertisements an 
ifatuated youth proposes to. his 
ot ved one and says, “Marry me 
uns nd ll get you the world!” The girl 
‘ replies, “But I already have a Cros- 
Another advertisement pictures a . 
- strong man in a leopard skin lifting ~~ 
pair of heavy bar-bells, with an A h d A d 
2 ee chase around the cars en route to church. An 
oman exclaims, ‘“‘What power!” and KS, . a 
‘hi- tle man deprecatingly replies, “Pooh! barnyard — Ora bird we of the advertising vVoca- 
“i You ought to hear my new Crosley!” . 
ad- * ° 
Why Humor Is Used yanked from a city store hook— tion hoe much easier rows than 
for One advertisement pictures a , | ‘ 
up man turning on a Crosley which and Pa whets the carver again. the rock-ribbed fields of John 
ind ills out, “Darling.” She exclaims, . 
ict: That sounds like heaven!” The f ] Ald ] d 
ice- an, cocktail in hand, answers, “It Turkey Day! May your esta ens land. 
ight be—it’s a Crosley.” . 
Th speilne Ring btpicong. aay ees board groan—and you, too, There is much to be thank- 
is is appeal at this time, Glenn H. 
mm ‘orbett, advertising manager, Cros- . : d li f ] f a d . h 
. *y Radio Corporation, explained: with gastronomic © ight! u or an my earnest WIS 
_ _ That humor in advertising pays - h h k ‘ ‘ ‘ 
‘dly ‘en in poor times has been demon- These soft days of ours are is tnat your tnan sgiving 1S 
e's ‘vated by the success fet yoibnteriene 
ampaigns featuring such comedians ° ° . M4 . d 
‘Ed Wynn, Eddie Cantor, Harvey quite acontrast, my friend, with more than justified. 
te ‘len, Walter O’Keefe, Fannie Brice, ° h 
oe a and a whole regiment the arrow-dodging era oO tne 
“People are never so eager for a ° d P ° 
‘Mile as when they are low. But sad visage uritan. 
ves ‘te spirit of the people has changed 
ne ithe last year or so, and they are Let us be thankful, at least, 
ye ‘ughing and living again. So we 
ene? going joi his spirit in ° 
a, net th space that all we have to dodge is 
Ss beer en 
ve, {ot 


“Pages” / 
that SELLe 


y : per Four pages—one sheet 
joie: c of sturdy bond paper 
x3 Cor " —covering Ll major 

typo OUR PAGES headings about radio, 

Keg. U. S. Pac. Off. newspapers, farm, 

= trade or general maga- 
. eds regional or national) —now help publishers and 
 “4casters to sell more space or time. Furnish infor- 
on “On this modern way. Agencies also use AMA 


rms 


4s questionnaires.’ ¢ ¢ Send for samples today, 


ELECTROTYPES ° 


dresse ‘your letterhead. No obligation to buy. 
. phila 
ith Al 
jelphia 


8DVERTISING MEDIUM ANALYSIS 


Af 
0 Sansome Street San Francisco 


PARTRIDGE & ANDERSON COMPANY 


LLOYD C. PARTRIDGE, President 


NICKELTYPES ° 
712 FEDERAL STREET, CHICAGO + PHONE HARRISON 3732 
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SUNKIST FRUIT 
GROWERS FACED 
BY BUMPER CROP 


Exchange Report Shows 
Continued Progress 


Los Angeles, Cal., Nov. 22.- 


be bigger oranges and more of them, 
according to Advertising Manager 
W. B. Geissinger of the California 
Fruit Growers Exchange. To market 
the bumper crop extensive advertis- 
ing during the navel orange season 
now opening will be both competitive 
and educational. 

Growers have just finished a season 
when sizes in oranges ran unusually 
small. Now, the first of the new crop 
is running to very large sizes. “Un- 
like manufacturers of a fixed pro- 
duct,” Mr. Geissinger points out, “we 
cannot regulate our supply accord- 
ing to the demand. Successful mar- 
keting of citrus depends rather upon 
influencing demand to meet supply. 

“Health and appetite appeals form 
our basic strategy. These are 
strengthened by the addition of qual- 
ity points to maintain and increase 
consumer preference for California 
Sunkist oranges, for which a 25 per 
cent larger crop than average this 
winter has been estimated.” 

Conclusions drawn from the Moose- 
heart research work into the value 
of citrus fruits in attaining dental 
health and aiding growth will be pre- 
sented to the public more forcefully 
and directly than heretofore, Mr. 
Geissinger states. 

“Dentist-to-patient” style has been 
adopted for some advertising copy, 
which tells why “gum troubles are 
unnecessary,” while other copy 
stresses the need for “two glasses of 
orange juice a day for vigorous 
health.” 


-Sun- | 
kist’s sales problem this winter will | 


| 


| grapefruit and 17,207 cars of lemons. 
National magazines carrying the| Exchange shipments consisted of 43,- 


load of Sunkist publication advertis- 
ing during the 1934-1935 campaign 
are: Collier's, Delineator, Good 
Housekeeping, Ladies’ Home Journal, 
Literary Digest, McCall's, Pictorial 
Review, Saturday Evening Post, and 
Woman's Home Companion, 

Car cards will appear in all cities 
in this country and Canada. Sunkist 
outdoor spectacular boards in 24 
cities have been repainted, and now 
carry the message: “For Vigorous 
Winter Health—California 
Navels.” 

As a forerunner to the campaign to 
market navel oranges, a newspaper 
drive featuring lemons is being car- 
ried on in 47 large marketing centers 
through this month. The drive 
started in October in newspapers of | 
citrus auction markets and other | 
large Eastern cities. 

During the navel season, Sunkist 
will use competitve advertising to 
stress the seedlessness peculiar to 
navel oranges. This copy is concen- 
trated in auction markets of the East 
and Middle West and large popula- 
tion centers to which Florida fruit 
is shipped. In other markets, adver- 
tising is proportioned according to 
population, purchasing power, and 
competition. 


Seedless 


Sales Are Up 


Los Angeles, Cal., Nov. 21—Show- 
ing “substantial progress toward re- 
covery” the California and Arizona 
citrus industry marketed 77,416 cars 
of oranges, lemons and grapefruit for 
an f.o.b. return to these states of 
$90,750,000 during the year ended Oct. 
31, according to the annual report of 


Paul S. Armstrong, general manager, | 
California Fruit Growers Exchange. | 

The exchange, the country’s out- | 
standing example of a successful co- 
operative marketing set-up, marketed 
61,217 cars, or 79.1 per cent of the 
total movement. 

Steady Sunkist advertising for 2 
years is largely responsible for the 
volume of sales, the report empha- 
sizes. 

Total shipments were made up of 
56,619 cars of oranges, 3,500 ears of 
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Million Dollar Ineome 


One 


Advertising Opportunities 


With nearly twice the income of the average Iowa trading terri- 
tory, and one of the most sensational income increases in the 
United States—Dubuqueland today offers one of America’s greatest 
1934-35 advertising opportunities. 


Highest Iowa corn yield in '34...................... $25,081,808.25 
Corn-Hog Bonus adds another...................... 7,899,000.00 
1964 Dairy income (estimate)...................... 20,000,000.00 
1984 Chicken & Egg income (estimate)............ 5,000,000.00 
Other 1934 Farm Income (estimate)................ 20,000,000.00 

$77,980,808.25 


Government Dam Construction (’34-’35) 


$12,000,000.00 


Write for details on market 


opportunities 


Che Celegraph-Herald 


and, TIMES = JOURNAL 


Chicego. 
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Dubuqueland far above other areas in 1934 corn 
Above map shows percentage of normal yield 


- Dubuque,lowa «+ 
esentatives~FRANKLIN P. ALCORN, Inc. 


21 East 40th Street, New York 


Service 


of America’s Greatest 


Here are the figures— 


(50% wages) 


CIRCULATION 
OVER 29,000 


3084 W. Grand Bivd., Detroit 


SUNKIST APPEAL 


World; New Dental Story 


“To learn more had new cavities in their teeth. Their 
about the effects of growth was better, on the average 


diet on dental 
go Rade Some authontes, bow- 
f coe ever, had thought three 
v our f et orange 


troubles, the twelve 
x ju 
Y dai 
“to 


va 


heient. So the 


members of the 
Chi “— Dental Re 
® ‘ 

ing was reduced 

this amount during the 

final eaghteen months. It aided growth. 

but did not give the dental protection 


“So they encour f th full amount 
aged a large-scale x. io | 
study of the subject So that is my advice 
At Mooseheart, I/l to you. A well-balanced 
nois they found the 4 diet with two glasses of ei 
ideal site—hundreds |} fresh orange and lemon a 


of children leading full ives of playand — juice every day c 

a better thea average That sounds like @ pretty pleasant 
diet and dental care. A three-and-a-half r. And I’m going to give you 
year study was beguo. every chance to prove you re nght! 7 


many years of study. Freeh orange and 
lemon juice seemed to aid nearly every 
case —gum troubles particularly 


study, recei 


“The first year 
there was no change 


“I don't need to ask 

in the regular diet iJ if you've taken my ad 

» Sit was excellent by vice. The unprovement 
by all standards then in your gums tells me.” 
known. But during And why didn't you 

these twelve months bet 


tell me how much 
it did not prevent gum troubles and 
wew cavities in the children’s teeth. 


“The second year a 
single change was mae Gy 
ts the diet. At break 
fast and ogain later in : 
the day each child re 
ceived an cight-ounce . — 


giess of fresh orange juice containing 
the juice of half a lemon 


1 shtorne 
[nti PRE hook 
“Only that one change, | = 
wey: ud you, Yet at the ead ,— 
of thes year only one-sixth ies 
» a» many children had | ,,, 


gum troubles. Less than half es many | « ‘ 3 fen Grocers Rachange 


THE RESULTS—SIX MONTHS LATER 


ter | would feel generally? I've really 
done wonders for myself 
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f : 
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| 
we 


Half-page magazine copy in the 
new Sunkist drive, stressing the 
dental health angle. 


114 cars of oranges, 2,619 cars of 
grapefruit and 15,484 cars of lemons. 
“These 61,217 cars returned to Ex- 
change shippers $73,298,730, which is 
8.6 per cent more sales and 40.4 per | 
cent more in money return than in| 
1933,” the report states. etait 
that non-Exchange shipments brought | 
similar returns, the entire crop re- 
turned $90,791,538. Adding $36,666,- 
235 paid for freight and refrigera- 
tion, a delivered carload value for 
the crop of $127,457,773 is shown. 


Difficulties Overcome 


The report discloses that average 
citrus fruit supplies to the United 
States and Canada jumped from 
116,000 carloads annually during 1925 
to 1929, to 140,000 carloads annually 
from 1930 to 1934, or an annual in- 
crease in sales during depression 
years of 24,000 cars or 20.5 per cent. 

“It is quite apparent that this in- 
creased supply alone, without the de- 
pression, would have brought market- 
ing difficulties, and it is likewise ap- 
parent that there is abundant room 
for encouragement for the future of 
an industry with this sales record,” 
Mr. Armstrong's report asserts. “Con- 
sistent Sunkist advertising of the 
past 27 years is responsible in large 
measure for this accomplishment. 

“A fact of major _ significance, 
demonstrated under prorate opera- 
tions, is that a larger volume of fruit 
can be sold at higher prices with a 
stabilized market than can be sold at 
a lower price on a demoralized mar- 
ket,” says the report. “Orderly mar- 
keting is thus of advantage to trade 
and consumer as well as producer. 
Proration, therefore, should not be 
regarded as restrictive, but rather as 
a stabilizing influence bringing sup- 
ply and demand in balance and pre- 
serving the incentive to widen distri- 
bution and increase total demand.” 

Over 1,200,000 boxes of fruit were 
exported by the Exchange directly 
to 60 foreign ports, in addition to 
Canada. Another 600,000 boxes were 
shipped by water to Atlantic sea- 
board markets. 

Twelve national magazines, 108 
newspapers, outdoor posters and 
street car cards told the Sunkist ad- 
vertising story during the year. Basic 
campaigns covered navels, Valencias 
and lemons separately, using con- 
structive appetite and health appeals. 


Laundries’ Joint Effort 


isince. He 


AGENCY'S BOOK 
IN TRIBUTE TO 
JOHN E. KENNEDY 


Mitchell, Faust Discuss Pre- 
Tested Advertising 


Chicago, Nov. 22.—As the copy- 
writer who many years ago sensed 
and followed principles which even 
now are imperfectly understood, trib- 
ute is paid to the late John E. Ken- 
nedy, of Lord & Thomas, in “Pre- 
Determining Sales Results,” a book 
just published by Mitchell-Faust Ad- 
vertising Company, Chicago. 

While the new volume was pre- 
pared by the agency’s own staff, it 
draws on the experience of other 
organizations to indicate that nei- 
ther advertising nor any other link 
in the merchandising chain need be 
a mere guess. On the contrary, 
every phase of advertising and sell- 
ing is susceptible to test. 

Mr. Kennedy was the predecessor 
of Claude Hopkins and while the lat- 
ter refined the formula followed by 
Mr. Kennedy, the Kennedy copy al- 
ways carried a sales punch. 

Said the book of Mr. Kennedy and 
his methods: 

“He was not a literary man, but 
was essentially a salesman of mer- 
chandise. He knew human nature 
as did few men before his time or 
used principles of psy- 
chology that even savants had not 
fully formulated. 


Must Reach Own Conclusions 


“But there was one principle of 
his own that he invariably followed. 
He had learned by experience that 
people are thoroughly sold only 
when they reach their own conclu- 
sions. 

“For the things that we decide for 
ourselves are our own ideas. We 
remember them more vividly. We 
will act upon them more readily. We 
will often crusade for them and try 


ito convince others. 


“He knew that stating conclusions 
about a product is not good sales- 
manship. From the moment he 
caught the reader’s attention with a 
headline, he controlled that reader's 
mind until he reached a conclusion 
and the sale was made. 

“He guided the reader to the con- 
clusion he wanted by stating spe- 
cific facts. He knew that if those 
facts were accepted the correct con- 
clusion was inevitable. And he led 
the reader from one set of facts to 
another until he had made him con- 
clude the things that would induce 
the purchase.” 

Two other chapters of the new 
book may be relied on to start dis- 
cussion, if not controversy. One is 
the theory that many manufacturers 
have too much distribution, consid- 
ering the number of regular buyers 


sion, 
nagh, 
lines. 


dealers. 
increased, 
opened. 
Under 
Salesmen,” 


its potency. 


distributed. 


“Case 
the book asserts 
“telling the retailer of an advertising 
campaign to come has lost much of 
As a substitute, the 
book recommends that a test cam. jo) a 
paign be used. The results are brokey 
down into case records to show wha 
happens in each type of retail outle, 

The figures may show that the 
new campaign will bring a certajy 
number of calls at the counter of the 
average dealer of the type addresgeq 
They may indicate that from theg 
calls a certain number of steajy 
users will be created. 

“If house-to-house sampling is part 
case records will 


of the program, 
show the dealer how many new users 
are created per thousand 
From these figures ca 
be obtained the average number off” 


a 
of their line. The other is the use o 
case records in selling. 
The first theory is that if there a, 
not enough buyers to provide a prog, 
for the dealer, the latter will go, 
lose interest in the product, ang dis, 
tribution will 
rather than a reality. 


become an 


Urges Test Campaigns 


outlets 


Records 


and had formerly been with Wit 
chester Arms Company and in the rt an 
trades division of the Butterick Pub: 
lishing Company. 


L. & T. Pushes Hats 


The Hat Corporation of Americs 
has appointed the New York office 
of Lord & Thomas to place adverts 
ing of the Crofut and Knapp di 
including Dobbs, 


The art and 


Relocates Departments 


production depart 
ments of Bermingham, Castleman & 
Pierce, Inc., New York agency, havé 
been moved to 151 E. 38th St. be 
cause of increased business necess! 


tating expansion. 


“When Peter and ! were married, | truly believe 
there were no two people more suited in every 
woy. We were on awfully sensible engaged 
couple. We weighed all the pros and cons of 
morried life; sow why some of our friends hed 
not been able to meke @ go of their matrimonial 
ventures ond discussed their cases”... 

(The beginning of o recent story in Macfadden 
Women's Group. These simple human, first 
person nerratives heave given odvertisers @ 
chance to reach millions of young housewives 
who never cared for the more sophisticated 
stories in the older women's mogarines.) 


The Birmingham Laundryowners | 
Association, composed of seven units, | 
has inaugurated a cooperative news- | 
paper advertising campaign. 
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The proper course, it is argued , 
to start with a reasonable number o 
good dealers, directing users to thos. 
As the number of users 
new 
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new users per store.” are 
The case record method can als ¢ es 
be applied in the dealer’s store, it gm” _s 
asserted. na 
“The retailer is shown records ”P a 
proving how other dealers increase te 
sales by a certain kind of display or “ages 
by giving a pre-tested selling mes coal 
sage over the counter. tia ; 
“All of this ends millions of calls ay 
wasted because the salesman ha( al 
nothing to say that would convin ee 
the retailer.” 
Williams of Linweave One 
Dies in the East **" 
Following a _ protracted _ illness, > th 
Frederick Allen Williams, 41, fog. 
merly in charge of sampling, pric aves 
ing, sales promotion, advertising and said to 
product development of the Linweaveg™ te cel 
Association, cooperative merchandis g tw 
ing organization of paper merchants argin 
died at his home in Longmead0¥.9 tyros 
Mass., 15. Beau 
He vice-president the rst pl 
Springfield, Mass., Advertising Clu oe a 
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ADVERTISING AGE 


IDVERTISING OF 
1935 DODGES TO 
FEATURE BEAUTY 


jealers Given Preview of 
New Models 


New York, Nov. 22.—A glimpse of 

yhat will be the advertised features 
i the 1935 Dodge Brothers motor 
ar and truck was afforded some 
)00 dealers and salesmen along 
yith a sprinkling of press repre- 
entatives at the Pennsylvania Hotel 
his week when the new model was 
nveiled. 

While no statement was made con- 
erning the details of the new cam- 
pign, it was indicated at the meet- 
ng that it may be built around the 
fact that the 1935 “new value Dodge” 
gssesses “95 new improvements,” 
» “more new advancements than 
ever before built into a car.” 

During the week six groups of 
plant executives have been conduct- 
ng similar meetings, spanning the 
yuntry with territorial unveilings of 
he new model. At 31 meetings, it 
s figured, approximately 18,000 deal- 
ers, Salesmen and others were learn- 
ing the new Dodge story. 

Production starts this week. De- 
liveries will be fairly well under way 
early in December, with preliminary 
aivertising starting the middle of 
December and the general announce- 
ment campaign scheduled for after 
the holidays. Ruthrauff & Ryan, Inc., 
sthe agency. 


Play Up to Women 


One of the important points 
rought out in a sound motion pic- 
wre exhibited at the meeting is the 
ut that Dodge is going after a 
wider market. The new model is 
suid to offer opportunity to cover 98 
jer cent of the market, the remain- 
g two per cent being the luxury 
argin. Giving more demonstrations 
cures largely in the sales program. 
Beauty, it developed, will be in 
‘st place in the advertising and 
ales presentation, followed by com- 
ttand economy. Thus, it appears, 
lvertising will defer to the woman’s 
iluence. Much is made over the 
lip-stream contour, which goes so 
ras to put horns inside grills 
neath the headlights. 

from the standpoint of comfort, 
e sales story carried to the wait- 
ig world of women and their lesser 
alves will reflect the auto fatigue 
‘search conducted by Dr. Andrew 
| Ryan. There has been a new dis- 
nbution of weight, with engine 
ved forward, allowing the rear 
at to be placed in front of the 
‘ar axle, which gives a glide over 
ighness instead of jolting. 
‘Synchromatic control” is the gen- 
tal term applied to a group of fea- 
res concerned with driving. It em- 
faces clutch with accelerator-light 
ction, easier and more definitely 
erating brakes, smoother shift and 
®neral balance contributing to 
ffortless driving. A number of con- 
tl operations, such as_ choking, 
retofore manual, have become 
dltomatic. 


Many Refinements 
Again Dodge will stress the fact 
iat its engine suspension is truly 
floating power.” Engine refinements 
Tering advertising potentialities in- 
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Chicago 


clude water jackets the full length 
of the stroke and a plan of cooling 
the lubricating oil, giving it greater 
efficiency and 20 per cent longer 
life, 

That is one economy point. An- 
other is a plan of sway elimination, 
saving wear of tires. Expecting that 
1935 will be a luggage-carrying year, 
most models have enclosed compart- 
ments in the rear, some almost large 
enough to carry a full size trunk. 

Steel bodies, introduced by Dodge 
in 1914, dropped into the frame so 
as to brace it and receive bracing 
from the frame, and the drop floor 
giving leg comfort probably will be 
prominent among the various adver- 
tising appeals of 1935. 


It was announced at the meeting 
that Dodge has gone over 100 per 


cent to its retail procedure plan, 
which has been tried and found good. 
Other aids were mentioned as tools 
to be used in making effective the 
$25 advertising investment which 
Dodge has in each of its prospective 
customers. 

As to the general sales program, 
mention was made of the fact that 
Dodge is slightly higher in price than 
the only two companies which enjoy 
larger sales and at the same time 
scientific tests have shown the new 
car to be superior to standard cars 
in a much higher price range. 
power was the chief advantage of 
these two best sellers over Dodge 
and it was hinted that Dodge will 
increase its standing in this respect 
in order to capture a still bigger part 
of the market. 


Man.- | 


Two Oil Companies 
Sponsor Big Game 


The Associated Oil and Tidewater 
Oil Companies sponsored jointly the 
Stanford vs. University of California 
game Nov. 24. 

The nationwide hookup included 
the NBC basic blue network, South- 
western group, Mountain’ group, 
three Pacific coast stations and Hono- 
lulu. 

The sponsors are unrelated mar- 
keting units, but are joint subsid- 
iaries of Tiedwater Associated Oil 
Company. 


Kirby Lenawee Katz 


Harry N. Kirby, for more than 20 
years with the E. Katz Special Ad- 
vertising Agency, New York, has 
resigned as director and vice-presi- 
dent. 


Transcriptions for Dualens 


A series of radio transcriptions 
produced by Universal Radio Produc- 
tions, Chicago, will shortly be re- 
leased to introduce Dualens, spec- 
tacle lens having a clear center and 
tinted margin, made by the Soft- 
Lite Lens Company, New York. 


Zweiner Joins Hupp 
Wallace Zweiner, former comp- 
troller of Continental Motors Cor- 
poration, has been appointed treas- 
urer of Hupp Motor Car Corporation, 
Detroit. 


Bohn Alas Moves 


Bohn Aluminum & Brass Corpora- 
tion, Detroit, has moved its general 
and executive offices to the Lafay- 
ette Bldg. 


When 


advertising PAYS BETTER 


and heres what is happening 


OW Redbook has something eztra for 
readers as well as advertisers: 

For readers: a new unpublished com- 
plete novel every month. Advance print- 
ings of books that later cost $2.00 and $2.50. 
Readers who appreciate the best of every- 
thing are attracted to Redbook by novels 
like “The Thin Man” by Dashiell Ham- 
mett, “The Cross of Peace” by Sir Philip 
Gibbs, ““A Woman of Washington” by Cor- 
nelius Vanderbilt, Jr. (See the issue now 


selling). 


All this is extra, in addition to the com- 
plete 25¢ worth you find in Redbook—con- 
tinued novels, articles, short stories, features. 


Tomorrow’s exciting literary events are in today’s REDBOOK 


readers READ MORE 


advertisement. 


Does it work out that way? Yes, and 


here’s the evidence: 


For advertisers: a double reason why 
advertising in Redbook has become espe- 
cially profitable this year. (1) A new type 
of audience—well-to-do, interested in the 
fine art of living well, able to spend—is now 
drawn to Redbook by the host of great 
writers on its pages. (2) The added novel 
means more reading, more thumbing 
through Redbook by its 750,000-family 
audience, more chance to see and read your 


© 84,000 new people have joined the list 
of Redbook newsstand buyers since July. 


@ 91 new advertisers used Redbook for the 


first time in 1934. 


class.) 


@ Advertising volume has increased 39.8% 
over 1933 (the best showing in Redbook’s 


@ Newsstand sales are now 30.9% of its 
circulation—a tribute to the interest it 
holds for readers. (Compare this with other 
magazines.) 


@ All this makes possible the lowest adver- 
tising cost in its field—$2.08 per page per 


thousand readers. 


@ Use Redbook and you talk to the whole 


family—men and women—for less than you 


pay to reach one sex alone in ordinary 
magazines. 
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OLIDAY THEME 
IS FEATURED BY 
COOK'S IMPERIAL 


Winery Was One of First 
National Advertisers 


St. Louis, Mo., Nov. 23.—It might 


be a good idea to have a little turkey | 


with your champagne dinner on 
Thanksgiving, small space copy for 
Cook’s Imperial which broke today in 
19 metropolitan dailies asserts. 
new campaign is the first use of news- 
paper advertising by American Wine 
Company, producer of the famous 
Cook’s Imperial, since enactment of 
the prohibition law. 

The schedule provides for 100 lines 
each week in Friday editions to Dec. 
28, when “champagne, the New Year’s 


most gallant salute,” is proffered as 
“curtain-raiser to the brave, new 
eg 


Cook's Imperial as a good thing for 
celebrations during the holidays is 
the current theme. The first release 
says: “Made as champagne has al- 
ways been, by slow, natural fermen- 
tation in the bottle. But without a 
foreign label and its extra charge for 
ocean freight and import tax.” 

The new copy treatment reflects 
some changes since earlier advertis- 
ing was interrupted. Typical lines in 
1916, quoted from an advertisement 
in the Washington Post, declared: 

“The Poet Meredith says: 
We may live without poetry, 

and art; 

We may live without conscience, and 
live without heart; 
We may live without friends; we may 
live without books; 
But civilized man cannot 
out 
Cook’s Imperial Extra Dry. 
which concluded by the word, 
champagne. But a new-day ruling by 
the Food and Drug Administration 
is that Champagne, the name of the 
province in France, may not be used 
part of a product name except 
where qualified by geographical loca- 
tion “California Champagne,” 
“American Champagne.” “Cham- 


music 


live with- 


Was 


as 


as or 


pagne” may be used as often as de- 


Millions of mothers who 
never read magazines 
before have been gath- 
ered together by these 
simple stories of human 
problems...an entirely 
new market of magazine 
readers for the successful 
magazine advertiser. 
4 


| 


| 


The | 


} on 
registration of this wine. 


| Paul 
| Kansas City Journal-Post, St. 


this 1,500,000 


circulation | 


JUST THE THING TO PEP UP HOLIDAY SPIRITS 


FOR 


bubbling golden vintage. 


And, since 1859, COOK'S Imperial has had 
the further advantage of a lower price than any 


Champagne 


CHRISTMAS? 


..-THEN BE SURE 
ivs REAL cHampacne! 


Like every genuine and great champagne, 
COOK'S Imperial gets its lively effervescence, 
its brilliant sparkle and bouquet, from the slow, 
sure process of natural fermentation in the bottle. 
It is not artificially carbdnated. Wines which 
are so carbonated are not champagne and can- 
not — however artfully concocted — satsfy the 
taste or suit the occasion for the real traditional 


imported wine. Its cost to you is NET 
for finest champagne quality; nothing to pay for 
ocean freight, import tax or foreign exchange. 


RPAKS 


EXTRA DRY 


Served you at hotel, 
cafe and club — or 
sold by bottle and 
case at package stores. 


One of the larger aii advertisements to be run during the 
oliday season. 


sired in the copy, but separate from 
the product name. 

In view of this ruling, recently 
made, the name Cook’s Imperial ap- 
pears a prophetic choice by 
American Wine Company in the year 
1859. The original style of name 
on the label of the bottle today and 
is also reproduced on a circular seal 
the bottle neck, showing patent 


as 


is 


The newspaper schedule so far in- 
cludes the Denver Post, Washington 
Star, Louisville Courier-Journal and 
Times, New Orleans Times-Picayune, 
Shreveport Times, Detroit News, St. 
Dispatch and Press, 
Louis 
Globe Democrat, Cincinnati Times- 
Star, Cleveland Plain Dealer, Dayton 
News, Neattle Post-Intelligencer, Mil- 


Pioneer 


waukee Journal, Minneapolis 


the | 


Tri- | 


SKY ADS 
YOUR SLOGAN IN THE SKY OVER MIAMI 


BANNER TOWING-—LETTERS 7 FEET HIGH SIGNS 250 FEET LONG 
LICON AIRWAYS, INC. 


(Licensees for Kellett Sky Ads) 


GOVERNOR CLINTON HOTEL 
NEW YORK CITY 


AUTOGYROS 
SINGLE AND TRI- 
@ MOTORED AIRPLANES 


Penn. 
© 6-4730 


|bune, Peoria Star, Chicago Tribune 
}and Boston Transcript. 

| Full-page color copy for Cook’s Im- 
perial is running monthly in Hotel 
Management and Mida’s Criterion. 

Cook's returned to the advertising 
|scene immediately after repeal last 
year, using full pages in color in 
Life and the New Yorker to merchan- 
idise about a million dollars’ worth of 

1916-17 vintage champagne stored in 
the company’s cellars here. 

The making of Cook’s Imperial is 
explained at length in a new illus- 
trated booklet, “Cook's Connoisseur, 
a Guide to Good Taste,” addressed to 
“all bon vivants,” which occupies an 
!important place in present promotion 
plans. 

The modern booklet, utilizing the 
latest ideas in illustration, layout and 
printing, provides an interesting con- 
|trast to a pre-prohibition booklet is- 
|sued by the company. In that book- 
let there is reproduced a “fac-simile 
letter” from “Coleridge, Lord Chief 
Justice of England.” The caption 
over the letter and drawing of Cole- 
ridge reads: ‘“‘The best case he ever 
tried was a case of Cook's Imperial 
Ioxtra 


| 


Dry.” Coleridge’s letter is 
dated April 19, 1885, from London, 
and orders 15 dozen bottles of the 
“sparkling wine called Cook’s Impe- 


rial,’ which he enjoyed in St. Louis 
and Chicago two years before. 

There is abundant evidence that the 
American Wine Company engaged in 
national consumer advertising since 
the earliest circulation of periodicals 
which could be called national, as the 
company has proof sheets’ intact 
showing schedules dating back to 
1901 with many isolated examples of 
earlier copy. One interesting speci- 
men is a Cook’s advertisement in an 
Eastern newspaper dated Dee. 15, 
1877. 

Isaac Cook, Sr., founder of the 
American Wine Company, now headed 
by Harry H. Knight, had original 
ideas about advertising novelties and 
| indulged a taste for picture postcards 
|showing political candidates of the 
|day in caricature. A number of the 
‘cards produced in and repre- 
senting an expensive form of copy 
for that period, are found in the rec- 
ords of the company’s advertising. 
| The D'Arcy Advertising Company, 
| St. Louis, which handled the adver- 
tising of American Wine Company 
for some time prior to prohibition, is 
again directing the account. 


color 


Revere Advanced 
Tom Revere, formerly publicity di- 
rector, has been promoted to an ex- 
ecutive position in the radio depart- 
ment of Benton & Bowles, Inc., with 
Kkdgar Waite succeeding as publicity 
| head. 


| 


TEACH CHILDREN 
TO SAVE MONEY, 
CAMPAIGN URGES 


Minneapolis, Minn., Nov. 15.—A 
crusade for the teaching of “money 
management” to the children in the 
public schools is being carried out by 
Investors Syndicate in a $100,000 ad- 
vertising program begun this fall. 
The campaign is directed to parents, 
teachers, and pupils. 

The appropriation will be used in 
the United States and Canada 
through periodicals and a specialized 
instruction group. The Christian 
Science Monitor will be the only 
newspaper used. Erwin, Wasey & Co. 
are in charge. 

An executive of Investors Syndi- 
cate told ADVERTISING AGE that “we 
believe that ‘education, not legisla- 
tion, is the cure for the depression,’ 
and are using this phrase as the cap- 
tion in much of our advertising. We 
believe that our unusual advertising 
program is an unselfish one in that 
the results, from our own standpoint, 
will not mean much to us for 10 or 
15 years.” 

The series of advertisements sug- 
gests that parents admonish their 
children to save their spending 
money for the future, and as one of 
the captions asserts, “train up a 
child in the way he should go; and 
when he is old he will not depart 
from it.—Proverbs 22:6.” 


Urges New School Course 


The copy further suggests readers 
join the Syndicate in its demand that 
schools teach money management to 
children, and invites them to clip and 
mail the coupon at the bottom of the 
copy which reads: “You may add my 
name to those who want the children 
of today taught the principles of 
money management in the public 
schools.” Each display used depicts 
an everyday story of children at 
work, play or in the home, each one 
of which is a tie-up for the general 
theme. 

“But what are we teaching her 
about money?” is the caption below 
an illustration in one advertisement, 
to appear in December and January 
issues. The picture shows a little 
girl playing with a sewing machine 


and her doll. ‘The next generation 
of fathers and mothers is now in 
school,” begins the copy. “Arts 


sciences . . . literature, of course. 
But what are we teaching them about 
money? How will they manage the 
incomes they earn? Something must 
be done if our children are to be 
spared the sad consequences of our 
own financial incompetence!”’ The 
money management coupon follows. 
In the specialized instruction group 


Investors Syndicate has prominent 
lecturers speaking on the topic, 


“Money Management in the Schools,” 
before teachers, parents and students 
at all leading points in this country 
and Canada. 


ABS Opens Chicago 
Office; Adds Station 


The American Broadcasting Sys- 
tem, new network, opened midwest- 
ern sales offices at 230 N. Michigan 
Ave., Chicago, this week. 

George B. Storer, president, an- 
nounced that WABY, New Albany, 
N. Y., 1870 kiloeyele station, will be- 
eccme a. member of the ABS-WMCA 
network Dec. 1 and that a network 
program congratulating WPRO, 
Providence, on its new frequency 
and increased power will be broad- 
cast soon. 


Bacher to Blackman 


William A. Bacher, director of 
such radio programs as the Show- 
boat, Beauty Box Theater, and 
others, has joined the radio depart- 
| ment of the Blackman Company, 
New York, to act as associate to 
Carlo de Angelo, who is in charge 


of dramatic production. 


Raymond J. Koch has been elected 
president of the Felt & Tarrant Mfg. 
Company, Chicago, succeeding the 
late William F. Babcock. George J. 


Coupe has been elected secretary. 


——, 
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TAX STATEMENT 


Piggly-Wiggly 


Keeping Faith With 
The People of Colorado 


More Progressive and More 
Aggressive Than Br 


Safeway MacMarr Stores 


and friends jor thew eval support a our 
amt te protect the peupte of (ateredo 
Agaimat Ragher prices and Wo defend our 
ree eg nine Garrminwion aLeCnn 


came hal 26 Anew mere about baying 
and ariting croverves and meats thas e+ 
Arce shou! gubtra! sophasiry 


munsies te wha Ue aleree ere toe. og 


We make the further piety 

from this day forward we shall be 
PROGRESSIVE AND MORE Accnes 
SIVE THAN EVER BEFORE w& sar « 
to Dring cur customers (he Bret fms he 
markets of the workd afford oO) Ey 
TWAT WILL AMAZE COLOR AUx 
MERA 


Watch Our Price Ads for 
Best Grocery Value. 


ben the futare, a8 te the past. ym 


Not Effective Until Jan. Ist 


pe monet abe dyer od ht the regular weekly Kales ay ee 

WE SAVE THE CONSUMING PUBLIC hy ond MacMarr price a@rerunements 
Rt OOR IMRECT FROM PROD. CER Watet them « {rem mee oe ed 

TO CONSUMER SYSTEM OF OPERA. went te see some real food store compen 

TION pray 


“We Have Just Begun To Fight” 


Large space advertisement jn 
Sunday papers in Colorado |as} 
week decrying passage of a state 
chain store tax, and promising that 
the "regular weekly Safeway price 
advertisements" will continue to 
present real bargains. 


FOOTBALL STUNT 
FLOODS POSTUN 
WITH REQUESTS 


New York, Nov. 22.—Since the 
start of a football tie-up campaign 
by the Postum Company in October 
requests for samples and copies ot 
a booklet on building strength by 
Glenn S. (Pop) Warner, football 
coach and chairman of the All-Amer- 


ica Board of Football, have been 
pouring in at the rate of several 


thousand a week. 
Approximately 99 per cent of the 
high school football coaches of the 


country have been reached. The 
effort is selective, as Postum tries 
to reach only athletes. Coaches 


have been approached directly, and 
through National Scholastic. 


Pop Warner’s book, “Iron Men 
and How to Build Them,” gives tips 
on training, discusses sleep, exe! 


cise and eating. It is not an adver: 
tising booklet in the main, but on 
whose principal purpose is _ altruis 
tic. It first appeared two years ag 
When Postum introduced the _ idea 
of a football radio program, using 
half an hour a week. The radio pre 
gram was abandoned due to the 
quick seizure of the idea by other 
sponsors, and the necessity now of 
sharing the time with many other 
national, sectional and local football 
broadcasts. 


Coaches Are Distributors 


Postum uses two pages at tle 
end of the booklet for a messagt 
on its beverage while another pagé 
carries postscript testimonials o 
four other football coaches. Warner 
offers no endorsement. He_ states 
merely, that his boys have always 
been urged to refrain from usiDg 
coffee, especially for their evenil? 
meal, but notes that a warm drink 
with meals is excellent. The prt 
ciples set forth in the booklet #¢ 
applicable equally to basketball and 
track training. 

Distribution of the booklets is ef 
fected through the coaches to the! 
squads. A sampling campaign * 
directed to training tables. In addi- 
tion, Postum furnishes a_ weight 
chart for checking the progress 
training activities. 

According to C. H. Gager, Postu™ 
sales and advertising manage! 
grocers who have been showing the 
new Postum counter display baskets 
report a ready response to the foo! 
ball season promotion and the 2® 
tionwide newspaper campaign TU! 
ning as a comic feature. 


Aurine Picks Agency 


| Advertising of the Aurine Remedy 
| Company, Chicago, maker of a 
| Ear Balsam, has been placed wit 


'Gale & Pietsch, Inc., Chicago. 
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ADVERTISING AGE 23 


DENTIST. DEFIES 
NEW JERSEY LAW 
ON ADVERTISING 


uys Newspaper Space to 
Fight State Board 


Jersey City, ae wes 22—pr.|, 


William Levine of Jersey City has 
hallenged the members of the State 
nental Society to revoke his license 
, practice dentistry and plans to 
.st the constitutionality of the act 
yassed last spring which prohibits 


Paper Changes Format Magazines Gain 
in Promotional 

in tober. issitication for October totaled 66,- 
Copy in Oc 


Junior League Magazine, effective | 
with the March, 1935, issue, will | 
change its format to a page size of 
632 lines, four columns to a page. 
Advertising rates will be increased. 


Peat Selects O’Dea | 


September was about 18,000 lines, it | Advertising & Selling (b. w.).. 34,650 
was reduced in October to 5,500, al-| Printers’ Ink Monthly........ 12,124 
though the newspapers continue to| Printers’ Ink (W.)........+.+. 42,308 
hold first place in volume of adver-| Sales Management (b.w.).... 24,024 
tising published. The newspaper | Tide (m.) ............-. . 18,004 


626 lines, slightly under 30 per cent 
the 


| of total, and the magazines G. B. Baldwin Dies 


Pest Sean Cuca Sew l. Chicago, Nov. $3.—Promotional ad- | 61,040 lines, or 27 per cent. ; Gustav B. ve tglae mt ——— 
Voth. wbverteiek. abuse eal vertising in six general advertising | Other classifications accounted for -— Bea a - - rsd + eo pone aoe 
research headquarters for emblem- | Publications in October was only | the following lineage totals: business tt Scan li “dN = * of : ‘ tak t- ' 
protected peat moss, has named Mark | Slightly below September, the best | publications, 23,954; advertising pro- a died Noy. 19 of a heart @ | 
O'Dea & Co. and will use magazines, | Previous month of the year with one | duction, 12,838; radio, 9,296; adver- aca. 7 : . a 
|farm and business papers. exception, a tabulation of lineage |tising agencies, 8,568; outdoor, 7,210; ci oy 
- ——— - figures released shows. The|paper, 5,684; farm papers, 4,046; Opens Detroit Office aad ie 
Johnstone to WOR ' total for October 227,234 lines, | signs and displays, 2,534. The Herbert J. Bielefeld Commer- 
George W. Johnstone, for eleven | compared with 228,368 = September. | : The publications hen whose lineage cial Art Studio, Chicago, has opened 
‘years with the press department of Magazines narrowed considerably | figures the tabulation is based are a branch office in the Stormfelts- 
the National Broadcasting Company, |the sap between their promotional | as follows: Lovely Bldg., Detroit. Flora A. Allan ayes: 3 
has resigned to become director of | efforts and those of newspapers in Lines|is manager of the new branch, and 


ientists from advertising in news- 


papers. 


In a series of three large ailienies | 


isements in the four daily papers 


» Hudson County, Dr. Levine has | 
the gauntlet to the| 


thrown down 
State Dental Board. He charges the 
gard with “stampeding” the legisla- 
ture into passing a law which he 
glds is unconstitutional because it 
prohibits dentists from using news- 
paper space to notify the public that 
they are prepared to render profes- 
sional service. 
Dr. Levine contends that this law 
not needed because “common 
rules of decency prevent an_ indi- 
yidual or a firm from overstepping 
the bounds of good taste in adver- 
tising.”” and that “common and statu- 
wry laws prohibit specifically false, 
misleading or fraudulent advertis- 
ing.” But, he goes on to say, there 
s something more behind this law 
than the mere desire to maintain 
scalled “ethical” standards. 
Dr. Levine says that the issue is 


| 


not one between the dentist who ad- | 
yertises and the one who does not, | 


bit is instead “an issue between 
an arbitrary, tyrannical dental board 
aud the people of New Jersey.” He 
insists upon his right to tell the peo- 


ple of Hudson County these things, | 
and adds that “any act that inter-| 


eres With this right is an invasion 
ud intringement of our inherent, 


mstitutional rights and is bad law.” | 


May Revoke Licenses 

the provisions of the act 
he state board is given power to 
evoke licenses of any 
inds guilty of “unethical practices”; 
ne of the principal unethical prac- 
ices, according to the members of 
the state board, is use of advertis- 


neo 


a 


Under 


Dr. Levine, who previously did not 
advertise, included 
prices and the quality of his work, 
woth forbidden by state law. 


dentist it) 


in his copy his} 


Copy for the final insertion of the | 


series was effectively built around 
Dr. Levine’s conversation with a col- 
ague following the first advertise- 
nent. The copy closes with the an- 


| 
| 


. : : | 
louncement that the advertiser will | 
tow run a series of short dental | 
‘aks on dentistry and the need for | 


onstant dental attention. 


Neale Joins Agency 
Walter Neale, formerly of John W. 
‘unt Company, Los Angeles agency, 

joined Llewellyn-Seymour 
4aency, Los Angeles. 


(es 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


Taryeri At 


Booklet, **Brass Knuckles,’’ Free to Executives 
817 Fifth Ave., Pittsburgh, Pa. ATiantic 1290 


—— 
SOM PLETE. 
CONTRACTOR 


COVERAGE 


CT 


in Response fo 
by The Publishers 


| 
| 
| 


the period. 


press relations for WOR, Newark. 


Packing 
ndustries 


EDITORIAL 
ENTERPRISE 
The outstanding editorial 
campaigns appearing in 


THE NATIONAL PRO- 
VISIONER during 1933- 
1934 are listed in detail in a 
new booklet ‘Editorial En- 


terprise.”’ Your copy is now 


ready. Send for it! 


While the difference in 


IN 1935, 


Advertising Age (w.)........ 96,124! F. Heath Cobb is sales manager. 


The Meat Packing and Allied Industries have had a good year in 1934—the 
best for a long time. And they are going ahead to make 1935 an even big- 
ger year from the standpoint of plant modernization and improvement! 
New equipment will be added to power, processing, manufacturing and 
packaging departments—rising costs will be met with better methods and . 
better equipment—profits will be protected by increased efficiency. ae 


Plans are going ahead for improvements and additions to plants in all sec- 
tions of this great industry. New plants are being constructed. New concerns 
are entering the field. : 


Executives in the Meat Packing and Allied Industries are looking for 
equipment, ideas and methods which will enable them to operate more 
economically, more profitably. Buying activity is sure to increase, purchas- 
ing of equipment will be greatest in many years. 


HERES HOW 


THE NATIONAL PROVISIONER 
will help the Industry to Forge Ahead 


For more than 45 years THE NATIONAL PROVISIONER has followed 
an aggressive policy of Editorial Enterprise that has formed the basis for 
an adequate, stimulating editorial service. And THE NATIONAL PRO- 
VISIONER will continue to follow this policy, presenting constructive 
plans for better plant operation—in manufacturing and processing depart- 
ments, in packaging, transportation, distribution and marketing. THE 
NATIONAL PROVISIONER will deal directly with problems of the 
industry. 


This comprehensive editorial background will play a great part in making 
your advertising to executives in the Nation’s First Industry more effective, 
more resultful. Make your plans now to take advantage of this great mar- 
ket through this dominating publication. 


THE NATIONAL 


Provisioner 


THE MAGAZINE OF THE 


Meat Packing and Allied Industries 
407 S. Dearborn St. 


Chicago, Illinois 


e) 45 YEARS THE GUIDING HAND OF THE INDUSTRY im | 
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CERTAIN-TEED 
CAR FLEET IN 
FHA PROMOTION 


Traveling Grew Digs Up Mod- 
ernization Leads 


(Picture on Page 31) 

New York, Nov. 22.—After a three- 
month test in upstate New York and 
New England, a “Rainbow” fleet of 
12 cars will invade the South carry- 
ing the story of modernisation and 
home building under the FHA to an 
estimated 15,000,000 people, and 
along with it the sales message of 
Certain-teed Products Corporation, 
sponsor of the fleet. 

The program was organized under 
the direction of F. H. Rahr, Certain- 
teed’s sales promotion manager. Its 
effects were closely watched by FHA 
officials with the result that they 
have acquired the Greyhound buses 
used at the World’s Pair to carry 
on similar work. 

Carrying display, publicity and ad- 
vertising material on the housing 
act, and on Certain-teed products, 


SALES- 
MEN 


Better salesmen, better distribu- 
tors, better agents are always in 
demand by manufacturers. 


Obviously, all of them are at- 
tracted primarily by one thing— 
the salability of the product. 
Turnover is the god at whose 
shrine they worship. 


The product that is advertised 
consistently to a consuming in- 
dustry is the product that they 
can sell more readily. The way 
to a sale is cleared when a prod- 
uct’s standing has been estab- 
lished through well planned and 
well scheduled advertising. 


In the wide-spread construction 
industry this is just as true as 
it is in the general consuming 
field. A sound advertising sched- 
ule in Engineering News-Record 
and in Construction Methods, 
persevered in month after month 
and year after year, is one of 
the strongest possible’ instru- 
ments to attract and to hold a 
sales force together. 


It works on salesmen this way 
because they know it works first 
on prospects and customers. The 
best way of letting them know 
what you are doing in the way 
of advertising, is to keep them 
supplied with reprints or pre- 
prints of every advertisement 
you run in— 


ENGINEERING 
NEWS-RECORD | 


_ CONSTRUCTION 
METHODS 


the flashy yellow and red cars enter 
a city together and carry on an in- 
tensive program for anywhere from 
a few days to a week or more. If 
the city is not large, the fleet is di- 
vided into two parts. 

A thorough canvass of potential 
home modernizers is made, and all 
the necessary information is brought 
to their doors. The members of the 
fleet also hold community meetings 
and meetings of building supply deal- 
ers. A part of the program consists 
of night demonstrations on the appli- 
cation of Certain-teed roofing, a com- 
plete section of a selected roof being 
placed in about an hour by a group 
of workmen sufficiently large to 
handle it quickly. 


Results Are Good 


The men in charge of the Cer- 
tain-teed coaches are _ specially 
trained in presenting the home mod- 
ernizing program, particularly as it 
affects Certain-teed products. Col- 
laborating with dealers, calling on 
their prospects and doing cold can- 
vassing, they have proved that home 
owners warm up quickly to the pro- 
gram. Their work stimulates sales- 
men, who carry on after the fleet has 
moved to other fields. 


During the 90-day test period, in 
upstate New York and New England, 
the 12 men of the fleet contacted 
21,600 home owners, with the result, 
according to Certain-teed officials, 
that more than 169,600 man hours of 
home modernization labor have been 
created. 


In connection with the fleet activ- 
ity, 200,000 personal letters were 
sent to home owners explaining the 
act and enclosing a questionnaire for 
follow-up use. The fleet’s activity is 
planned as far as possible in ad- 
vance by the “flagship,” “Miss Cer- 
tain-teed.” 

In one community, for example, a 
committee was organized which 
made a survey to find out which 
property owners were interested in 
modernizing and building. A ques- 
tionnaire was sent to approximately 
3,600 owners in this small town. Re- 
plies showed over $72,000 in avail- 
able business. 

In some cities, dealers will tie up 
newspaper advertising with the 
fleet’s visit. Motion pictures will be 
employed at some of the open air 
and auditorium meetings to explain 
how the home owner can utilize the 
facilities now available for home 
modernization and building. 


Gets Marshmallow Account 

Advertising of the Angelus-Camp- 
fire Company, Chicago, has been 
placed with John H. Dunham Com- 
pany, Chicago. 


MORE 


LABOR COPY 


The Kaynee Situation 


400 mare (piletomaibie Na he fact (hat the amie ® emcourdges « strihe while the rere cowtreverey 
lore the Waiiona! Later Belatinns Board where |i was broaght by be union ‘nee? 


- 
ae employees of (he Curvpinns Wer vied MBLs aw ous 


‘There remaining oe stie- slermntive (or either our employees or (or ots company we here staan 
0) Ooveiand plnain 
TRB LATHER company 
© 0 BRITE VF wnt Tree 


Another advertisement in which a 
labor controversy supplies the 
copy angle. This copy, in Cleve- 
land papers last week, announced 
the closing of three Cleveland 
plants of the Kaynee Company, 
employing 674 workers, because 
of labor difficulties. 


PHILLIPS SALESMEN GET UNIFORMS 


—= 


Starts Radio Departmen; 


Benjamin Waxelbaum, Jewish put 
lishers’ representative, New Yor, 
has organized a special departmen; 
the Jewish Radio Zone Advertigiy, 
Company, to _ represent station. 
which devote daily time to Jewi, 
broadcasts which have a ed 


, ‘ Claimeg 
listening audience of 500,000. 


a 
My wh s 
NEW” s/3m 


market, the uniformed sa 


“MICKEY MOUSE”. 
WATCH FETCHES 
100,000 ORDERS 


Waterbury, Conn., Nov. 22.-—Using 
trade papers, magazines, direct mail 
and effective point-of-sale material to 
capitalize upon a new distribution 
set-up, the Ingersoll-Waterbury Com- 
pany has built demand for its watch 
and clock lines to a point which re- 
sulted in an all-time production peak 
during October, according to R. G. 
Brown, sales manager. 

Early this year the company revo- 
lutionized its method of distribution, 
putting on a force of “missionary” 
salesmen who book all dealers’ or- 
ders for shipment to the jobber, and 
making other changes. The famous 
Ingersoll dollar watch was then re 
vived, and a dollar alarm clock 
added. A broadside heralding the re- 
turn of these old favorites was mailed 
to 200,000 wholesale and retail out- 
lets. 


Uses Minimum Text 


Half-column and column advertise- 
ments are being used in the Saturday 
Evening Post, the copy being unusual 
in that it achieves major effective- 
ness in moderate space. Heavy em- 
phasis is put on illustrations, with 
comparatively little text. For in- 
stance, an insertion scheduled for 
Dec. 1, aimed at Christmas shoppers, 
is captioned simply: “Gifts of the 
Hour by Ingersoll.’”’ There’ follow 
separate column-wide cuts of four 
representative watches, each accom- 
panied by a brief description and the 
price. Except for the closing line, 
“Everybody is glad to get an Inger- 
soll for Christmas,” the 
ment contains no other text. 


“Mickey Mouse” Watch Pulls 

Most striking of results achieved 
so far was the avalanche of more than 
100,000 orders for the “Mickey 
Mouse” wrist watch received during 
October alone. The company  fea- 
tured the “Mickey” watch in _ its 
Post copy and tied in with the na- 
tionwide promotion campaign staged 
by Kay Kamen, Inc., New York, 
sole representative of Walt Disney 
Enterprises, in behalf of Walt Disney 
Character Merchandise. The Inger- 
soll-Waterbury Company is the only 
timepiece manufacturer licensed to 
produce Disney watches and clocks. 

A wooden counter stand for the dis- 
play of seven watches and two alarm 
clocks is outstanding among numer- 
ous sales helps. The watches range 
in price from $1 to $3.50 and the 
clocks are $1 and $1.50. This dis- 
play shows the company’s entire line 
except for one alarm clock. The stand 
is painted green, occupies a minimum 
of counter space and has proved ex- 


tremely popular. Another wooden 


The novel idea of attiring specialty salesmen in colorful uniforms was 
tried in the introductory campaign on the new face creams of Chas. 
H. Phillips Chemical pe ee New York. Working in the Chicago 


esmen contacted 24,000 cosmetic outlets 
in ten days, and in most instances took the initial order on the first call 
while delivering samples and placing point-of-purchase advertising. 


CATALOGUE OF $10 
STOCK PICTURES 


Contains over 1000 subjects, cov. 
ered by model releases and avail. 
able at once. Send $5 for catalogue. 
We refund with first picture order. 

Catalogue also available on 10 
_ ——= days’ approval. 


“sipematitw §6§| UNOERWOOD 
AND UNDERWOOD 


To acquaint the trade with these 
stands and the fact that they were NEW YORK © CHICAGO © DETROIT 


available with orders without extra 
charge the company used trade ad- ———————————— 
vertising in American Druggist, Drug | “\N CONFERENCE" WITH 6000 AUTOMOTIV; 
Topics, Hardware Age, Jewelers’ Cir- ENGINEERS, EXECUTIVES 
cular, The Keystone and National 
Jeweler. 

The company has distributed about 
50,000 of these displays and litho- 
graphed counter and window cards | 
during 1934. Most of the display 
cards have been so designed as to 
show the actual merchandise. 

Federal Advertising Agency, New 


York, handles the Ingersoll advertis- a 
° . tHE SO EY ENGINES 
ing. : IME MOTIVE 


JANUARY wm 


JOURNAL 
& 


International Paper 


Starts in Paris 


A new weekly magazine, to be! 
known as La Tribune Des Nations, | 
has been started in Paris by Jean de | 
Rovera, publisher of the daily the- | 
atrical and art newspaper, Comoedia. | 
The new magazine is printed in five 
languages. 

L’ Europe Nouvelle, important 
French weekly, has been reorganized 
and is now being published by Mme. | > 
Madeleine Le Verrier, with Alfred 
Fabre-Luce as editor-in-chief. 


Published by the 


Society of Automotive Engineers 
Incorporated 


29 West 39th St., New York 


Dead. 


CONVENTION 
EXHIBITS 


HieS P OT 
WINDOW DISPLAYS 
~ 


Lehman Promoted 


Chester H. Lehman, secretary of 
Blaw-Knox Company, Chicago, has 
been named vice-president in charge 
of sales, and is succeeded by H. B. 
Loxterman, formerly sales manager, 
who also becomes a director. 


Changes Delivery Date 
Starting with the December issue, 
copies of the Ladies’ Home Journal 


DISPLAYS é 
EXHIBITS 


will be on sale, and subscription Ab CHATHAM £5 
| copies will be delivered on the 10th ¢ntcaAé6o 


|of the month preceding issue date. 


advertise- | 


— = - | ——————— 


A MESSAGE 
TO PUBLISHERS: 


If anything is certain in this world of 
ours it is the certainty of change. 
Whether we like it or not, a new set of 
conditions, calling for new methods and 
new ideas, has come upon us. 


ization itself for as long a period of time 
as is deemed necessary to secure an 
intimate appreciation of the publisher s 
problems—usually from two to three 
weeks. 


Fees for original reports are from 
$100.00 to $500.00, according to the 
size of the publishing organization 
Charges for service in helping to carry 
out recommendations made in origina 
reports are itemized in the reports 
themselves. 


The practical application of this 
truism, as it affects the publishing busi- 
ness of today, forms the particulars of 
the service which I render to publishers. 


The service begins with a basic report 
which embraces all departments of the 
individual publisher's business. Aid in 
carrying out the recommendations 
made in these reports constitutes a 
continuing service, if and when de- 
sired. 


Present appointments extend [0 
December 21st, but inquiries for em 
gagements after that date are solicited 
References from past and_ present 
clients in the newspaper, farm pape! 
business paper, class and general mag: 
azine fields will be gladly furnished 
upon request 


JAMES ASHTON GREIG 


COUNSEL AND SERVICE TO PUBLISHERS 
on 
EDITORIAL MAKE-UP e CIRCULATION e ADVERTISING PROMOTION 
431 SO. DEARBORN ST., CHICAGO 


In all cases service is rendered only 
upon the premise that I be privileged 
to work within the publishing organ- 
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a «R ° ° ? and Charma brassieres; Style Shop, | lost no interest in his own Dill. 
C eview of Reviews res ; ; 

n B n Jamaica and Flushing women’s rr However, he noted that such new 

. reak opy oO Is Sold Separately stores: and Lavin Hosiery Company, Tugwell Pa tes bills as may be directly favored by 


. 
rk Havana Cigars Beginning immediately, black and 
| white advertising space in the Re- 
ing view of Reviews will be sold on an 


“ws New York, Noy. 22.—-Because of — eee a 
= recent commercial treaty between wie = copes - . i 
heq 9 tising sales staff. 


the United States and Cuba, a new Four-color advertising inserts will 
ampaign based on the return of ¢ontinue as heretofore, to be sold in 
prewar prices on imported Ha-! combination with the Quality Group. 
yana Cigars has been started in All contracts for advertising in the 
New York, Boston, Philadelphia and | Review of Reviews now on the books 
hicag ‘of the Quality Group, will be ful- 
Chicago. = 3 

| filled. 


» leading newspapers, the cam- ; : 
In leé B tie ‘ All orders received prior to Dec. 10 


paign is slated to continue at least 


< : 
} 2 y | es 
> to the middle of December with | , qyertising rate. 


Has New Accounts 


weekly insertions ranging from 126 
to 420 lines. The initial advertise- 


2 ment this week was 1,175 lines. | 

‘a | — = 
SHB \oresales Associates are the aaver-| The Montrose Advertising Agency, 
fs @ iising agents. |New York, has been appointed to 


: Copy features the slogan, “im- handle the advertising of three New 
} 


ported cigars—always in good taste! 


- ions, makers of Invisoflex corsets 
Havana grown—Havana made. tions aie 


Announcer’s Award 


0 Sponsorship Changes 
Radio Stars Magazine hereafter | 
: will sponsor the annual Announcer’s 
|. Award conducted by the American 
€. ,cademy of Arts and Letters for the | 
rf. past five years. The first award by | 
0 Radio Stars will cover 1934, being | 
judged by a jury of 21 newspaper | 
radio editors and Curtis Mitchell, ed-| 

) itor of the sponsoring publication. 
While the academy decided chiefly 
D mn diction and delivery, Radio Stars 
‘IT Magazine will base its awards on 


— enunciation, delivery, microphone 
—~ personality, adaptation to program 
mood and versatility. Winners the 
past five years were Milton Cross, | 
Alwyn Bach, John W. Holbrook, Da- | 
vid Ross and James Wallington. 


Ferry-Morse Appoints | 
Ferry-Morse Seed Company, San | 
Francisco, has appointed Gerth-| 
Knollin Advertising Agency to handle | 
is Pacific Coast advertising. Farm | 
paper's, garden magazines and news- | 
papers carrying garden sections will 
be used. 


To Dickie-Raymond 
Edwin E. Leason, for nine years 
vice-president of F. S. Root Com- 
pany, Boston, direct mail adver- | 
tising, has joined the staff of Dickie- | 
Raymond, Boston. He was formerly | 
with B. F. Sturtevant Company, | 
iS Readville, Mass. 


Appoints Hopewell 


The Los Angeles Down Town NShop- 
ny News has named George T. | 
Hopewell, New York, as its national 
representative. 


ATLAS PHOTO COPY CO. 


| 
THREE LOCATIONS ‘Ta. 40 | 
o || OPPORTUNITY | 
her's | 
-hree 
oe Unique publication in | 
. the educational field now in ]| 
= its fourth issue showing 
ginal successful increasesin ]| 
ports advertising is in need of ]| 
be additional capitalization. 
en lt is offered for sale in 
wor full or in part, present 
aper, owners having insuffi- 
eed cient financial backing. 
Quick action necessary. 
Write 
J Box 524 
— Advertising Age, 
aa New York City 


| will be fulfilled at the Quality Group 


York accounts: Charma Founda- 


NATIONALLY 


manufacturers of Globe Trotter 
men’s hosiery. 


Queries on His the administration will bear his en- 


. dorsement and that he had no fav- 
—_- | Food- Drug Bill || orice. 
“ oo, 99 — 

Spirits” to Expand | 

, : ‘ r € . » | bd 

Without rate change, Spirits is| “ — on C., Nov. 21.- Sav’ | Byers Leads Daily 
being expanded to cover retailers’|ing that he w “support any 
|problems as well as those previously | favored by the administration,” Dr. | a Newspaper League 
|covered, which include distiller, rec-| Rexford G. Tugwell sidestepped spe- ge be By — z ; 0 ponte ae a 
: vf tar , tate . |} has ‘te side 
| tifler, vintner, importer and whole-| cific queries of correspondents at | oil en - ec Bah ' See 
lsaler. this move giving coverage to] }; | Wisconsin Daily Newspaper League. 
i= ’ . ‘ . . ‘°’ |his first press conference since his | .ueceeding C. F. Coffman of the Fond 
all branches of the liquor trade in|. “ i Eu. Fv é 

one publication. return from Europe. du Lac Commonwealth-Reporter. 

Specifically, the under-secretary| Frank E. Noyes, Marinette Eagle 
of the Department of Agriculture | Star, has been named vice-president, 
was asked if he would urge his own | #"4 H. L. Davis, Appleton Post-Cres- 
cent, is the new secretary-treasurer 


Buying Power Increased 

A survey just completed by Col-|regulatory bill which covers foods i 
legiate Digest shows that with the|and drugs and their advertising, or . 
average enrollment of colleges and|endorse the Copeland bill. He par- George P. Spehn Dies 
universities throughout the country |rjed this by declaring: George P. Spehn, controller of the 
jup 4.42 per cent, the purchasing | aia . . | T. W. Kastor & Sons Advertising 
| power of students has advanced to a|_ |!!! Support any bills agreed upon | Company, Chicago, died of a heart at- 
new post-depression high, an_ in- | by administration leaders. tack Nov. 21 at his home in Chicago. 
crease of about $9,000,000. 
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WELCOME 


NEW S8 
BALTIMORE 


You can now reach over 81% ... 4 out of every 5 


from 


families in the Baltimore ABC city zone... with 
ONE strong newspaper. <A paper that con- 
stantly increases in popularity with both readers 


and advertisers ... a paper that is read by over 


19 3.600 


daily ... by far the largest circulation ever at- 
tained AND MAINTAINED in Baltimore . . . 
a paper that has gained nearly 3 Million lines 
of advertising this year ... the paper that has 
CHANGED all old ideas of selling Baltimore 


... Get the LATEST facts .. . today. 


Baltimores “Outstanding Hlewspaper 


ORGANIZATION 


REPRESENTED BY THE RODNEY E BOONE 


P Ss For many years, the Baltimore Sunday 
e ¢ American has had the largest circulation in 


the South. Today, it is 219.235 . and still gaining. 
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WESTERN BREWER 


ADVERTISING AGE 


November 24, 1934 


“News-Week” to 


Increase Rates| 


Kffective 
will raise 


Jan. 5, 1935, News-Week 
its rates to conform with 
a new circulation guarantee of 
100,000, compared with the present 
average of 44,566. 

New rates are: one page, $350; two 


columns, $250; one column, $130; 
one-half column, $75; and the line 


rate, $1. 


Sponsors Housing Exhibit 

The Berkshire Evening Eagle, 
Pittsfield, Mass., is sponsor of a bet 
ter housing exposition at the local 
auditorium where home owners are 
shown how they may stimulate busi- 


ness by modernization under the Na- | 


tional Housing Act. 


BREWERS fae 
|} Boylan, Arthur H., 


Read 


executives, 


by brewery 


master 


brewers, brewery ar- 


chitects and engineers 


—_wherever beer is 


brewed. 


@ Fred R. Davis of General Elee- 
tric says that “editorial authority” 
of a business paper depends on its 
“service ability” to its readers, its 
industry, and hence its advertisers. 


Well— 


|}Cork Company 


| 


@® BREWERS JOURNAL.- WEST- 
ERN BREWER has, during the 
past year, published more editorials 
and articles on the most vital prob- 
lems confronting this industry, 
than have all the rest of the 

brewery publications combined. | 


@ Here is a partial list: 


@ Lower taxes —the present and 
future plans of the Drys directed 
particularly against brewers —keep- 
ing beer low in alcoholic content 
and a true temperance beverage— 
uniform cost accounting so as to 
stop price cutting—necessity for 
broadening and strengthening the 
national and state associations, to 
bring co-ordination, criticizing 
when we deemed it necessary, but 
always in a constructive and pleas- 
ant manner— 


@ Outlined a plan for a federation 
of brewery advertising managers 
and account executives of agencies 
handling brewery accounts, to co- 
operate in a campaign to popular- 
ize beer—evidence of the success 
of the “Beer is Best” campaign in 
England, as a guide to what may 
be done here 


@ Have shown examples of taverns 
where beer only is served and at 
a profit, as a practical demonstra- 
tion of our contention that beer 
must be taken out of the company 
of hard liquor. 


@ So—there you have what Fred 
Davis means—and you may well 
know that our claim to EDITO- 
RIAL LEADERSHIP is not just 


idle. words. 


H. S. RICH & CO. 


Publishers 
431 5S. Dearborn St.. Chicago 


WANTED! 


A class magazine — circulation 
over 300,000—wants two addi- 
tional advertising salesmen. 
One in New York office, one in 
Chicago. Only those thoroughly 
experienced as producers’ in 


selling national accounts will 
be considered. Adequate sal- 
aries. Write, giving full par- 


ticulars of previous experience. 
Answers will be held confiden- 
tial. Our present staff knows 
of this advertisement. Address 
517, Advertising Age. 


| 


GISTRATION AT 
ANA. MEETING 


Atlantic City, N. J., Nov. 22.—Fol- 
lowing is the list of members and | 
guests who registered at the A. N. A. | 
meeting here: 


Members 


Applerate R. A., Ek. I. du Pont de 
Nemours & Co., Ine 

Baldwin, S. k., Willard Storage Bat- | 
tery Company | 

Barnes, Arthur + Aabsilindiian’ 

Berg, Wm. H., Health Products Cor. | 
poration. 

Reus us, Robert a The | 
Jergens Companys 

Borton, KBlon, G La 


Andrew 


Salle Exten- | 
Drackett Prod. | 
ucts Company. 
Bristol, Lee H., Bristol 
DANY 
Broughton, h. A., 
Battery Companys 
Brown, Allan, Bakelite Corporation, 
Buckingham, A. ©., Cluett, Peabody | 
& Co., Ine ‘' 
Burch, T. 1. 
puny, 


Myers Com- 
Willard Storage 
| 


| 
7 hl | 
, The sorden Sales Com- 
Ine, | 
Cameron, Ralph, 
Company. 
Cannan, FF. S., Sun Oil Company. 
. » - 
Carson, J. U., H. J. Heinz Company, 
Caswell, Harry H., W. F. Young, 
Ine, 
Caswall, 
Company. 
Claridge, Herbert C., 
Company, Ine. 


General Electrie 


kdward T., The Climalene 


Saluda Tea 


Ri. ole, Frank H., Peter Henderson & 
.é. 

Colvin, Donald K , The Hoover Com- 
pany. 


Congdon, Ci. €, 
Steel Corporation. 

Connolly, W, ma ©: 
Son, Lne. 


Cook, 


Jones & Laughlin 


Johnson & 


* Thomas Tyson, American 
Telephone & Telegraph Company. 
Daily, W. J., General Klectric Com- 
pany. 
Davidson, Morris M.,, 
Stocking Company. 
Davis, Lawrence, 
De Cesare, J 
poration, 
Delaney, a. dey 


Interwoven 


Kendall 
. Health 


Mills. 
Products Cor. 
Henry L. Doherty 

Dieterich, Fk. OS 
pany, 

Dingee, A. N., 
tery Company. 

Driscoll, T. F., Armour & Co, 

Dunbar, J. V General Eleectrie 
Company, Incandescent Lamp Depart- 
ment, 

Dyke, Ken = Ik., 
Peet Company. 

Ellis, R. T., Du 
pany. 

Ellison, Paul S., 
Corporation, 

Farnham, € ge 
Company, 

Fisk, Arthur A., The Prudential In- 
surance Company of America. 


» The Mennen Com- 


Klectric Storage Bat- 


Colgate-Palmolive- 
Pont Viscoloid Com. 
Hygrade Sylvania 


American Stove 


Flood, Robert J...) Gulf tefining 
Company, 

Frampton, <A. Ellis, Hammermill 
Paper Company, 

(iale, ee 


General Mills, Ine. 
ervin, i. B.. RC: i 
Geohegan, W cx. 
Company 
Crerber, 
Company. 
Gordon, 
Company. 
Gouedy, Ed 
Lead Company 
Green, Harry D., R. C. A. 
Company. 


Gult 


— 
refining 


Daniel F., Gerber Products 


Watson M., S. D. Warren 
Lowe, Kagle-Picher 


Victor 


Griffin, Wm. B., International Sil- 
ver Company 
Grimes, J. I.., Wheeling Steel Cor- 


poration. 
Griffiths, Eben, Socony 
poration. 
fmnna, J Ii. 
pany. 
Harms, 
Company, 
paris, C. W.. 
bacco Companys 
Harrington, bh. Cc 
Company, 


-Vacuum Cor- 


Gulf Refining Com- 


Marvin, Premier Pabst Sales 


R. J. Reynolds To- 


Du Pont Rayon 


: Hart, Wm A.. E. I. de Pont de 
Nemours & Co. 
Hinkle, Ralph J., Garloek Packing 


Company. 


Holmes, S. W., The Viscose Com- 
pany, 

Hooper, N  T.. Mallory Hat Com- 
pany. 


Horton, H. H., Singer 


L. W. Gillette, ‘National Geo- 
graphic Magazine," and Victor 
Whitlock, ‘United States News," 
gaze into the camera together. 


Metz, 
Company 

Mudge, 
& Libby. 

Mott, Gieo. A,, 
poration. 


Herbert, Graybar’ Electric 


Dudley H., Libby, MeNeill 


Zonite Products Cor- 


Norton, ©. F., Strathmore Paper 
Company. 
Olds, Norman E., Perfection Stove 


Company 
Peabody, Stuart, 
Pardee, Harry C., 
pany 
Pondill, Claudius «i., 
Silversmiths. 
Phillips, G. A., 
Co., Ine, 


Borden Company. 
Scott Paper Com- 
The Towle 


Cluett, Peabody & 


Platt, John H., Kraft-Phenix Cheese 
Corporation. 
Pollak, Ben N., Richtield) Oil Cor- 


poration of New York. 

Potter, W. B., Eastman Kodak Com- 
pany. 

Preyer, A. T., 
pany. 

Reddall, Arthur H, The 
Life Assurance Society. 
Reizenstein, H. S., 
Electric International 
Roden, H., 


Vick Chemical Com- 


Westinghouse 
! Company. 
W., Johnson & Johnson. 


Schaeffer, W. L., National Tube 
Company. 

Sampson, Paul, Kk. 1. du Pont de 
Nemours & Co. 


Scoville, John W., Chrysler Cor- 
poration. 
Spooner, J. A., The Viscose Com- 


pany. 
Stetler, D. h., 
Stofer, Dr M 

macal Company. 
Tapley, M. W., E. R. 

Sons. 
Tatham, 


Norwich Phar- 


Squibb & 
Arthur E.. 


Bauer & Black. 


Thomas, Harold h.. The Centaur 
Company. 

Thomson, P. la, Western Eleetrie 
Company. 

Tomlinson, Wm. W., Scott Paper 


Company 


Tucker, Frank, B. F. Goodrich Com- 


pany. 

Vandiver, V. H, Union Carbide Com- 
pany. 

Vos, George W., The Texas Com- 
pany, 


Wachtel, W. W., 
cuit Company. 

Warren, H M., 
Company. 


Loose-Wiles Bis- 


National Carbon 


Company. 
Bowman, 


Francis D., 
Company. 


Carborundum 


Bullard, R. ©¢., The Bullard Com- 
pany. 

Coutlee, Douglas Wakefield, Merck 
& Co. 

Finn, B. L., Easy Washing Machine 
Company 

Harvey, Anson Bb. J kK. Rhodes 


& Sons, 

Hartzell, W. F., 
Company. 

Heckel, Charles E., 
Carthy Company. 

Howard, Barron, Larus & Bro. 


jarber 


Asphalt 


Dunn «& 


Sewing 


Ma- 


Coated Pa- 


chine Company. 
Hunt. E. K., 

per Company 

: Jamison, H. V., American Sheet & 

Tin Plate Company. 
Johnson, Earle L., Gerber 

ucts Company. 


Champion 


Keeler, Kk. M., Mallory Hat Com- 
pany. | 
_ Kelley, R. P., Timken Roller Bear- | 
ing Company | 

Laird, Kenneth, The Western Com- | 
pany. 

Lang, C. H, General Electric Com- 
pany. 


Leahy, W H., 
turing Company. 
Leavenworth, 


Dennison Manufac- 


Ralph, 


| 
| 
} 
| 
. Westinghouse | Refining : 
Electric & Mfg. Company | _Sehumann, Cart J., Hilo Varnish 
Lichtenberg, Bernard, Alexander |COrporation, : 
Hamilton Institute. Seiberling, J. -., The Seiberling 
Lloyd, Robert L., International Nickle | Rubber Company 
Company. Sickel, J. C., Purity Bakeries Cor- | 
Locke, Lucien P., Ethyl Gasoline | POration. : 
Corporation, | Stone, A, W., General Baking Com- 


Lucas, 


Ottis, The White Company. 
Lyter, » . 


John, FE. 1. du Pont de Ne- 


mours & Co., Ine. 
Marvin, Theodore, Hereules Pow- 
der Company. 
Marshall, H. T., Kendall Mills. 
Mathee, W. H Johnson & John- 


son 

Marshall, T. S., 
Corporation. 

Matz, Sidney, H’x-Lax, 

McDonald, J. N,, 
Mining Company. 


Shell Petroleum 


Ine 
Anaconda 


|} Cellophane 


McIntire, Allyn B., Pepperell Mfg. 
Company. 

Mennen, W. G., The Mennen Com- 
pany, 

Meservey, Douglas W Du Pont | 


Company 


Prod- Company. 


Copper 


Johnston, A. E., Kroger Grocery 
& Baking Company. 
Kane, J. i. 2ne 
Knight, R. B., 
pany. 
Lippert, 


Todent 


Company. 
Tasty 


saking Com- 
Ralph L., 


Zanol Products 


Lucy, C. T., Larus & Bro. Company. 
Marten, Wim. ©C., The Modess Com- 
pany 


Marling, F. H., Pure Oil Company. 

Morrison, (i. ae 
Company. 

Palmer, A. D.. National Sugar Re- 
Company of N. J. 

Palmer, C. A., Insurance 
of North America. 

Poole, Davis ‘T., 
Company. 


Company 


American 


pany. 


Swenehart John, Atlas Powder 
| Company. 
Weaver, Leon H. A., The Super- 


jheater Company. 

| Webster, I, Uy.. 

Inc. 
Wright, 

Company. 


Cutler-Hammer, 


Mont. H., John RB. 


Stetson 


Guests 


Andrews, S. J.. Hanff-Metzger, Ine 


TWO WASHINGTONIANS | 


Equitable | 
| 


Standard Brands, Ine. | 
Ww 


Ingersoll-Rand | 


Sugar | 


Agry, Warren ©., Good Housekeeping. | 

Alexander, H a American ‘Type 
Founders. 

Anderson, John D., B. B. D. & O. 


Arthur, Wilber L., Paul Block & Asso- | 


j ciates. 


Avery, F. L., Controlled Circulation 
Beatty, Frank J., Broadcasting 
Bannvart, E. J., Cecil, Warwick & 

Cecil. 

| Bill, Ray, Sales Management. 

| Bellingslee, Lewis M., Meredith Pub- 

| lishing Company. 

Benson, John, American Association of 

| 

| 

| 


Advertising Agencies. 


Zerkowitz, Mortimer, The American 
| Weekly. 
Black, Howard J., Time, Inc. 


Blanchard, M. F., 
| Monitor. 
| Block, 
sohen, 
| Company. 
| 3olte, Guy, American Weekly. 
| 30wen, Raymond B., New Yorker 
| Boyle, Charles J., Paul Block & Asso 
| ciates, 
3raucher, 
Company. 
Bridwell, C. O., 
Ine 
Brooks, 
Telegram. 
Buckley, John R., Cosmopolitan Maga- 
zine. 
Carpenter, Kenneth, 
casting Company. 
Cecil, James M., 
Cecil. 
Chapman, Lansing, Medical Economics. 
Church, Arthur B., National Associa- 
tion of Broadcasters. 
Clayberger, R. P., Calkins & Holden. 
Combs, P. W., Wm. Esty & Co. 


Christian Science 


Block & Associates. 
Meredith Publishing 


Paul, Paul 
Fred, 


Frank, Crowell Publishing 


Outdoor Advertising, 


Vernon, New York World- 


National 


Warwick & 


( ‘ecil, 


| Cominsky, J. R., New York Times 

| Cook, Aglar, Topics Publishing Com 
| pany. 

| Coykendall, Ralf, The Sportsman. 

| 


Crain, G. D., Jr., ADVERTISING AGE. 

Curts, C. W., John Lucas & Co.,, 

Darr, J. W. 

| Dewart, Thomas W., New York Sun. 

| Dunning, E. R., N. W. Ayer & Son. 
Drake, Frederic, Harpers Bazaar. 
Elder, O. J.. Macfadden 
Finneran, J. 

papers, 


Fernandez, A. J., Curtis Publishing 
Company. —a 
Faust, H. M., Curtis Publishing Com- 


pany. 
Flaherty, R. H., Tower Magazine. 
Forker, Eugene. Hearst Newspapers 
Freden, Alfred L., Collier Service 
Corporation. 
Fuller, C. W., Fawcett Publications. 
Gamble, F. R., A. A. A. A. 
Geare, N. W.. Geare-Marston, 
Gillette, L. W., National 
Magazine. 
Gittinger, William C., 
casting System. 
Goshorn, ¢. B., Erwin, Wasey & Co, 
Hessey, H. K., This Week. 
Hollyday, 
News. 
Hopkins. F. T., 
vertising Bureau. 
Howard 8. G., Indianapolis News. 
| Howson, Elmer T., Associated Business 
| Papers, Ine. 
Hand, Herbert T., 
Hany, C. P., 


Inc. 
Geographic 


National Outdoor 


2... 2 oe OS 
Ferry-Hanly Advertis- 


|} ing Company. 
| Harmon, Reuel D., Webb Publishing 
Company. 
| Hawahan, John, John Hawahan Pub- 
| lishing Company. 

Healy, Fred A., Curtis Publishing 
| Company. 

Hettinger, Herman S., National Asso- 


ciation of Broadcasters. 
Hodges, (3. T., New York Sun. 
Hooley, J. D., Crowell Publishing Com- 
| pany. 
} Holmes, 
| Holmes, 
Inc, 
Irvin, John LL... Cleveland Press 
James KE. I National Broadcasting 
Company. 
Johnson, 
Johnston, 
|} ments, Ine. 
Karol, John J., 


ing System. 
Kelly, P. J., Meldrum & Fewsmith. 
Kendall, F. (., Advertising & Selling. 
Kennedy, Harold (., Redbook Maga- 
line, 
| Kiesewetter M., H. M 
Advertising Agency. 


S. W., Viscose Company. 


Andrew E., Donohue & Coe, 


Robert, Time. 
Robert R., 


Ine 


Radio Announce 


Columbia Broadeast- 


Kiesewetter 


. 


Broad- | 


Inc. 


Publications. 
E., Scripps-Howard News- | 


Columbia Broad- | 


Hughlett, Jr., Dayton Daily 


| 
Ad- | 


— 

i 

Kleppner, Otto, Small, Kleppner ¢ 
Seiffer. 

Knipe, Karl, American Broadcasti, 


’ ig 
System. 


Landon, Cc. L., J. M. Mathes, In 
Larmon, 8S. S., Young & Rubica, 
Leavitt, Robert K., Ruthrauff & Ryan 
Leininger, A. R., Parents’ Magazing 
Lennen, Philip W., Lennen & Mitche) 
Inc. 
Lee, Watson, Crowell Publishing © 
pany. 
Link, 
poration. 
Lucas, Gilbert, N. Y 
Corporation. 
McCarthy, L. J., 
zine Company. 
McClure, Vinton, W. S. Hill Company 
MeGivena, L. E., New York News. ~ 


ty 


Henry © Psychological (Cor. 


Theatre Pr 


International Mae 


a- 


“I read your magazine reg- 
ularly and find it very 
interesting.” 


H. H. ROBERTSON, 


President 

H. H. Robertson 
Company 
Pittsburgh 


MR. ROBERTSON, a 
subscriber since 1929, is 
one of the 31,050 execu- 
tives who receive Nation’s 
Business because of mem- 
bership in the United 
States Chamber of Com- 
merce. The membership 
subscribers, originally the 
only subscribers, now con- 
stitute 12% of the total 
net paid circulation of 
253,227. 


OUR CUSTOMERS 


STICK ... 
¢ PHOTOSTATS . 


RAPID COPY SERVICE| 


{Vanderbilt 3-3680 

New York lFor All Branches 
Cleveland: Main 9335 
(State 6013-4 


Chicago )ctate 5980-I 


Withe, Stanley F., Aetna Life In- | 
surance Company. 

Whittemore, Kk. bB., Strathmore Pa- 
per Company. 

Wible, Elmer T., Pittsburgh Steel 
Company. 

Wolff, Wm. <A... Western Electric 


Me- | 


NO INFLATED PRICES 


$3 buys you choice room at New York’s 


famous Hotel Lexington 


You pay no premium to enjoy the full comfort and lux- 


ury of the famous Hotel Lexington. Pleasant, airy rooms. 


Both tub and shower baths. Circulating ice water. Full- 


length mirror. Bedside and dresser lamps. Radio. Unex- 


celled service and courtesy, four popular-priced restau- 


rants (Little Jack Little and his orchestra play nightly 
in the famous Silver Grill) and the handiest location in 


New York...Only 3 blocks from Grand Central Station. 
Single rooms as low as $3 a day, and double rooms 


$4 and up. 


HOTEL LEXINGTON 


48th STREET AT LEXINGTON AVE., NEW YORK CITY 
Charles E. Rochester, Manager 


Directed by National Hotel Management Co., Inc. Ralph Hitz, President. Hotels 


Book-Cadillac, Detroit; Netherland Plaza, Cincinnati; Adolphus, Dallas} 
Van Cleve, Dayton 
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ADVERTISING AGE 


vVieGraw, H. W., McGraw-Hill Pub- 
ishing Company. 
Hugh, E. H., International Maga- 
zit Company. 
MeNelis, Catherine, Tower Publica- 


“McSweeney, E. F., Hall Publishing 
Company. 
Mann, P. S., Editor & Publisher. 
Marston, C. H., Geare-Marston, Inc. 
Maxwell, Clair, iAe. 
fayerink, Mrs., International Paper 
c pany. 
Merrill, Charles T., Conde Nast Pub- 
lishing Company. 
Meulendyke, S. L., Marschalk & Pratt, 


In 

Mills, Dwight M., Kenyon & Eckhardt, 
Moloney, Herbert W., Paul Block & 
qssociates, 

Montgomery, Paul, McGraw-Hill Pub- 
shing Company. 

Mott, C. S., Drug Topics. 

Mulligan, Ralph R., Ralph R. Mulligan. 

\iunro, G. E., Christian Science Moni- 


Murphy, C. H., Street Railways Ad- 
yertising Company. 

Neff, Walter, WOR. 

Newson, Dorsey, Federal Housing Ad- 

histration, 

(dell, Eliott D., Drug Trade News. 

Payne, {. J., Associated Business 


Pearson, Earle, Advertising Federa- 
tion of America. 

lerinier, M. W., McGraw-Hill Publish- 
ing Company. 

Perry, Nelson R., Liberty. 

eterson, J. M., Scripps-Howard News- 
papers. 

Philbin, Hugh F., Street Railways Ad- 
yertising Company. 

Pierce, Guy C., Roche, Williams & 
Cunnyngham., 

Poorman, A. L., Providence Journal. 

Power, William S., Campbell-Ewald 


vie, C. J.. News Journal Company. 
Rtandolph, FE. H., Paul Block & Asso- 


eh 


pany. 

Rheinstrom, Carroll, Macfadden Pub- 
lications, 

ltiley, Geo. A., American Press Asso- 
mation, 

ltindfusz, R. E., Periodical Publishers 
Association. 

Rolan, Ralph, B. B. D. & O. 

Rose, Norman S&S., Christian Science 
Mouitor. 

ltutledge, Harry B., National Editorial 
Association. 

itvan, Paul, Donahue & Coe, Inc. 

Ryan, Thomas L. L., Pedlar & Ryan. 

Shaw, Naomi D., Fairchild Publica- 
tions, 

Shepherd, B. M., Agricultural Publish- 
ing Association. 

Sherwood, H. B., New York News. 

Shutt, George P., Architectural Forum. 

sikes, A. B., Bureau of Advertising, 
A. +. a 
Slocum, Geo. M., Automotive Daily 
News 

Smith, Guy C., B. B. D. & O. 

Spargo, W. C., American Weekly. 

Sperry, Donald D., Good Housekeeping. 

Sterling, John, McCall’s Magazine. 
Stone, Earl B., Curtis Publishing Com- 
pany. 

Sumner, G. 
Company. 

Sutphin, FE. A., New York Sun. 

Taylor, Douglas, Printers’ Ink. 
Thompson, E. V., Nation’s Business. 
Thomson, Wm. A., Bureau of Adver- 


Lynn, G. Lynn Sumner 


Underhill, Chas. A., 
graphic Magazine. 
Warwick, H. Paul, Cecil, Warwick & 


Lé 


National Geo- 


Weaver, L. A., Stuyvesant Group. 
Wise, Harold A., True Story. 

Whitney. R. H., Redbook Magazine. 
Wiley, H., Curtis Publishing Company. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'’L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


| 


PERSONAL! 


FOUND! AGENCY HEADS 


llere’s more than an investment in man 
ver, It’s an investment in getting new 
siness and keeping present clients 


(he one to do it is a copy and idea 
n with a talent for building the kind 
sales presentations that make ‘“‘stars”’ 
t ot ordinary salesmen. 


le is well qualified to operate in a big- 
held on a_ better ik, If you are 
erested in improved selling and copy, 
may consider him a find. Wire or 


Box 521, Advertising Age 


Williams, C. T., Major Market News- 


papers, Inc. 


Williamson, M. A., Food Industries. 
Woodward, John B., John B. Wood- 
ward, Inc. 
Witmer, Roy C 
ing Company. 
Whitlock, Victor, United States News. 
Yocum, Trell, Young & Rubicam. 
Zach, Philip, Capper Publications. 


National Broadcast- 


Murphy Heads Division 


With the removal of James E. 
Anderson to the western office of the 
general display division of the Chi- 
cago Tribune, James A. Murphy suc- 
ceeds Mr. Anderson as manager of 
the travel and resorts advertising di- 
vision. 


Occidental Buys Paper 

Western Confectioner & Ice Cream 
News has been purchased by the 
Occidental Publishing Company, 
Ltd., Los Angeles. 


| 
| 
} 


| 


| 
| 


| 


| 


| 
| 


Advertises to 
Ask 10% Boost 


in Employmen 


St. Louis, Mo., Nov. 21.—Heavy 
“fan mail” has swamped the Men- 
zies Shoe Company, St. Louis manu- 
facturer, as a result of its advertise- 
ment in local newspapers announc- 
ing that the company would increase 
its personnel by ten per cent during 
the month of November, and that 


it challenged other employers to do 


likewise. 

Congratulations by letter,  tele- 
phone and wire, from firms as far 
away as California, have greeted the 


“newspaper announcement, commend- | 
ling S. D. Nichols, president, for the | 


t /up the idea. 


“Five 


advertising. In additioa, several 
business men have promised to take 


Copy Asks Action 
“Who will be the next to add ten 
per cent to their pay roll before 
Nov. 30?” asked the Menzies copy. 
years of talking has not 
licked ‘Old man depression’ and 


now it is time for constructive acts.” | 


Morton Joins Agency 


J. A. Morton, at one time with the 
sales department of the Pacific Rail- 
ways Advertising Company, Seattle 
and Tacoma, and more recently with 
KOMO and KJR, Seattle, has joined 


Albert W. 
ithe Open Road for Boys, has joined 
\the advertising staff of Flying Aces 
Magazine. 


Fiske Dies Suddenly 


Lyman Otis Fiske, active in adver- 
tising for 36 years, died suddenly at 
his Staten Island home this week. 
He has been vice-president of the 
Metropolitan 
| New York, for 12 years and was pre- 
viously with the Hazard Advertising 
Corporation and business manager of 
the New York Dramatic Mirror. 


Advertising Company, 


Piller Joins “Aces” 
Piller, formerly with 


Scoble Made V. P. 


William H. Scoble has been elected 


the Seattle staff of Erwin, Wasey & | vice-president of the American Label 


Co. as account executive, 


Ccempany, New York. 


New York 


LARGEST CIRCULATION 
LOWEST MILLINE RATE 


OCTOBER, 1934, Average 


59,852 Daily 
66,534 Sunday 


NOVEMBER . . . 


et Paid Exceeding 


60,000 Daily 
70,000 Sunday 


Florida's prosperous winter market offers a 
brilliant selling opportunity. The Times-Union assures 
intensive coverage of the largest single buying area — 
Jacksonville's Trading Territory—plus effective circula- 
tion throughout the state. Statewide coverage at low cost! 


Che Mlorida Cimes-UWnion 


Jacksonville, Florida 


By Far the Largest Circulation in Jacksonville 
The Largest Circulation in Florida 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Chicago 


Detroit 


San Francisco 


GARNER & GRANT, Atlanta, Georgia 


Los Angeles 
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NO U.S. HANDICAP 


ON ADVERTISING, 


ALN. A. INFORMED 


(Continued from Page 1, Col. 3) 
Willard M. Kiplinger, of Kiplinger 


Washington Agency, another speaker | 


at this session, also confident 
that from now on advyertisers would 
fare better under the New Deal than 
they had in the past. 

The analysis of the administra- 
tion’s activities and aims affecting 
advertising was completed by the 
third speaker, Dr. G. B. Hotchkiss, 
professor of marketing, New York 
University. 

Mr. Lichtenberg 
mild criticism at business men for 
believing much of the  propa- 
ganda in circulation to the effect that 


was 


levelled a little 


too 


Magazines that truly refiect their 
own struggles to get ahead in the 2 
world, have, ot lost, mode mogea- 
zine readers of the new working 
class market... enabling adver- 
tisers to reach them through the 
same economical, prestige build- 
ing, gozine-type di that 
was once confined to the white 


| collar homes. 


l 
the new Congress will be wild and |! 


reckless. His 
convinced him 


investigations 


| that men of 


posts, and that, if errors occur in 


framing new legislation, advertisers | 


have | 
sound | 
judgment are in administration key | 


| 


| will be to blame for not supplying | 


tion leaders who sincerely have ad 
vertising’s interests at heart. 
“T feel that the new food and drug 


|}complete information to administra. | 


} 


| 
| bill will have the silent support of | 


|the White House,” Mr. Lichtenberg 
| said, “but I do not think it will be 
made ‘must’ legislation. There 
many other important matters 
| for Congress to consider. There will 
‘also be much legislation of a 
| aowt which may harass business con- 
|siderably. It must be watched care- 
fully.” 


too 


with the real facts about the 


cessful, according to Mr. Lichten- 
berg. 
“When this bill was introduced,’ 


he said, “letters from the public were 


have EMPLOYED 


breadwinners ! 


Bren and gan 
yau ws 


from manefacturers. 
in this field. 


by placing your buying information 


January. 


to be published in this field. Sound 


“The OUTFITTER of Eating and I 


DOMESTIC 


1900 Prainiz AVE. 


The outstanding need at the present moment in the eating and drinking 
equipment field is a complete Equipment Directory, wherein, easily 
accessible, comprehensive buying information is instantly available. This 
is due to the ever increasing number of eating and drinking places, as 
well as the modernizing and remodeling of present establishments. 
fitters who are responsible for the sale of equipment and supplies to 
these places are in need of all of the buying information they can get 
They are adding new lines. 
business with greater enthusiasm than they have since the first days of 
Repeal, because of present indications of a swing back to better times 


Now is the time to reach them. Make it easy for them to buy your line 


“The OUTFITTER of Eating and Drinking Places” to be published in 
Write now for literature fully deseribing this first Equipment Directory 


in the eating and drinking equipment market should inelude space in 


The OUTFITTER of Eating and Drinking Places 


published by 


ENGINEERING 


OUTFITTERS 
and 

. INSTITUTIONS 

A. EVERYWHERE 

ARE ASKING 
for the 

EQUIPMENT 

DIRECTORY 
ISSUE 


Out- 


They are pursuing 


in the Equipment Directory issue of 


sales planning for products with use 


Jrinking Places.” 


PUBLICATIONS 
— Cuteaco. Haawois 


are | 


| 
| 
| 


social | 


| 
| 


The educational campaign of busi- | 
ness interests to acquaint the public | 
“Tug. | 
well bill” has been remarkably suc- | 


| subject 


| tising isn’t needed, Mr. Lichtenberg 
pointed out that the government it- 


|fair dealing,’ he said. ‘Let’s not 
hedge on this clean-up, but while 
cleaning up thoroughly and = com- 


| great 
|} ing and useful data. 


/ unusual, 


courage 
| asserted. 


TELLS OF TESTING 


| 
! 


John Caples, BBDO, who spoke on 
copy testing at one of the A. N. | 
A. sessions, and Guy C. Smith, | 

of the same agency. 


1,000 to one in favor of it. Before 
the close of the Congress, however, 
1,000 letters opposing the bill were 
being received to one supporting it. 
And the bill did not go through last 
session.” 

In connection with the subject of 
advertising legislation, Mr. Lichten- 
berg warned that the efforts of busi- 
ness men and advertisers to put their 
house in order is an important fac- 
tor. In his summary of a program 
for legislative matters, he put the 
of voluntary self-regulation 
ot advertising and trade practices 
first. 

“We can’t overlook or gloss over 
the fact that business and advertis- 
ing need to be cleaned up and to be 
orientated with the newer concept of 


pletely on anything that is wrong, 
let us not be swayed by emotion to 
try to change anything that is sound, 
necessary or good.” 


Mr. Lichtenberg’s report revealed 


activity in collecting interest- 


Advertising Still Needed 


Although the brain trusters have 
said that if a product is good adver- 


self has set up gigantic publicity bu- 
reaus and is issuing more than 1,000 
news releases a day through its own 
newspaper men. Since the present 
covernment costs so much more than | 
any other the country has had, and | 
consequently, should that much | 
better, Mr. Lichtenberg thinks the! 
necessity for advertising it rather 


be 


“The government 
advertising, 


“Certain 


wants to. en- 
" Mr. Kiplinger 
theorists in sub- 
ordinate positions in the adminis- 
tration have thrown much more of | 
a scare into advertisers than is war- 
ranted by intra-governmental facts. 

“Fraudulent advertising and ex- 
travagant claims in advertising will 
be challenged progressively by the 
government. There will probably be 


‘legislation against them in the com- 


| ing 
; nounced 


, gullet 
their advertising claims. 


session. There’s quite a pro- 
feeling within the govern- 
that many manufacturers of 
foods and pharmaceuticals and other 
products have gone wild in 
The Presi- 
dent thinks this and Tugwell is car- 
rying the ball tor him.. * 


ment 


No Bureaucratic Censorship 
“The government will move to- 
ward the minimizing of hokum in 
advertising, but will not go so far as 


|; to put a bureaucratic censorship on 
/all advertising or to attempt the im- 


| possibility 


ot stopping all hokum.”’ 
Washington economic wiseacres, 
Mr. Kiplinger reported, expect com- 
petitive advertising to take quite a 
jump in 19385, particularly in lines 
relating to home modernization, 
Discussing attempts of govern- 
mental agencies to promulgate grad- 
ing regulations, Dr. Hotchkiss said 


|there is no possible compromise be- 


| 
| 


| 
| 


tween officially regulated grades and 
privately advertised brands and ex- 
posed the many fallacies of grading 
merchandise by legal standards, such 


— 


| . . ~ 
as the misconceptions that there is 


on “quality,” 
standardized 


common 
that 


agreement 
consumers have 
wants, that consumers’ wants are 
static and that consumers will 
meekly submit to a regimentation of 
living and buying habits. 

The quelity standards idea holds 
some promise of successful applica- 
tion in some fields, he said, where all 
consumers’ wants are essentially the 
same, where consumers’ wants do not 
change rapidly, where consumers’ 
satisfaction depends on a few specific 
qualities, like strength or durability, 
that are capable of exact measure- 
ment, and where consumers are not 
adequately protected by other means. 


Whiteside Reassuring 


The banquet Tuesday evening was 
the most largely attended in the 25 
years of A. N. A. conventions. Presi- 
dent McIntire was the toastmaster, 
and introduced the speakers as well 
as the officers, past presidents and 
representatives of other associations 
who sat at the speakers’ table. 

Arthur D. Whiteside, member of 
the National Industrial Recovery 
Board, spoke off the record regard- 
ing the NRA, suggesting some modi- 
fications in present regulations, and 
talking with unusual candor regard- 
ing conditions and personalities in 
Washington. That his message was 
regarded as reassuring was indicated 
by the applause with which it was 
greeted. 

H. Napier Moore, editor of Mac- 
lean’s Magazine, proved to be a wit 
of no mean order when it came to 
poking fun at the exaggerations of 
advertisers, but he added a serious 
note when he said that the National 
Council of Women in Canada has 
protested to state and national au- 
thorities against what they regard 
as inaccurate and exaggerated rep- 
resentations of advertised products, 
«specially those having to do with 
health. 

Entertainment was provided by the 
Columbia Broadcasting System, with 
Col. Stoopnagle and Budd as_ the 
headliners. They spoofed radio ad- 
vertisers cleverly. The show lasted 
until midnight. 


Revive Old Bill 


Washington, D. C., Nov. 22.—Ef- 
forts will be made to revive several 
of the most rigid provisions of the 
so-called Tugwell food and drugs bill 
when it reintroduced in the new 
Congress, ADVERTISING AGE learns, 

Senator Royal Copeland of New 
York, who championed the measure 
for Undersecretary of Agriculture 
Tugwell, has already indicated that 
he will again support a bill of his 
own writing based on the asserted 
necessity of the Pure Food and 
Drugs Administration for a more all- 
inclusive statute to replace present 
legislation. 

Friends of the proposal have _ re- 
vealed that they are particularly 
eager to obtain favorable action on 
clauses Which were stricken out in 
committee at the last session. Chiefly, 
these provisions would prohibit ad- 
vertising patent medicines intended 
to be used in treating diseases known 
to be incurable and labeling of un- 
standardized foods to disclose the in- 
gredients by name, except 
and flavorings. 

Unofficial administration support 
is being given to a bill which would 
contorm as much as possible to the 
original measure submitted by Dr. 
Tugwell a year ago. However, there 
are no expectations that such a bill 
will be passed; rather, it will be used 
in “trading” for such portions de- 
sired by various interests affected. 

From reliable sources it is learned 
that the bill now being written will 
seek to prohibit false advertising, 
call for regulation of the sale 
cosmetics and prohibit traffic in foods 
which are dangerous to health. 

One of the biggest fights on the 
legislation probably will center 
around clauses to require printing of 
standards on labels. <A 


is 


move to ac- 


complish this is now partially effec- | 


tive through the NRA and the AAA. 
Administrator Riley of the former 
is at this time writing a report which 
will go to the White House and will 


doubtless discuss the several propos- 


uls of chain stores and canners’ 


sociations which have been made. 


as- 


colorings 


WHO Addition Complete 


Construction has been completed 
on the new $30,000 vertical radiator 
antenna of WHO, Des Moines, ang 
the Central Broadcasting Company 
station went on the air with the 
new antenna on Nov. 20. The tower 
is located at Mitchelville, Ia. 


H. P. Kaufmann Dies 


Herman P. Kaufmann, 70, litho 
graphic art director of the Gugler 
Lithographic Company, Milwaukee. 
died Nov. 13 in that city. 


Sachse Named Secretary 


William R. Sachse, formerly comp. 
troller of Lord & Thomas, has beep 
elected secretary of the company. 


— 
— 


PERSONAL! 


NEW BLOOD FOR COPY AND PLANS 


A background of long experi- 
ence with well rated agencies, has 
enabled me to build up a method 
of developing new business pres- 
entations and campaign copy, 
which improve creative staff pro- 
duction and help salesmen close 
new business. 


If improving conditions indicate 
a need on your part for a stepping 
up in copy quality and for im- 
proved selling ammunition, I'd 


like to confer with you. Address 
Box 520, Advertising Age. 


| 
| 


ATMOSPHERE 
COMFORT 


in CHICAGO 


All Chicago offers you 
no finer address than the 
Auditorium Hotel on beau 
| tiful Michigan Avenue 
just a few steps from 
the Loop. Every fine 
hotel service and luxury 
at surprisingly lowcost. 


1 


She 
AUDITORIUM 
| HOTEL 


WITH PRIVATE BATH 
Frome 50 
e 


| 
| 
} 
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READY FOR DINNER AT A. N. A. MEETING 


seed 7 on thelr way | 


GROCERS APPROVE 
PLAN TO CHANGE 
FOOD, DRUG ACT 


(Continued from Page 1, Col. 2) 
power to adjudge the truth or falsity 
of all food advertising in this coun- 
try pertaining to interstate com- 
merce.” 


Wants Publishers Responsible 


Mr. Dunn also urged the placing 
ot more responsibility on the pub- 
lisher than does the bill as it stands. 
One amendment should hold the dis- 
seminator of a false advertisement 
of another responsible if he knows 
that it is false, which would require 
proof by the government that the 


publisher possessed guilty knowl- 
edge. 
Public protection also requires 


some guard against false advertising 
by some one outside the country, 
and this calls for further modifica- 
tion of the exemption of publishers 
and other advertising mediums. 

Two interpretative additions con- 
cerning false advertising were recom- 
mended by Mr. Dunn. The first is 
that no representation concerning 
the value or effect of a food shall be 
deemed false if it is supported by 
substantial scientific opinion or by 
demonstrable scientific facts. 

The definition of false advertising 
in the present law, he explained, 
holds that “an advertisement is false 
in law if it is false or deceptive in 
fact.” This outlaws two or three 
basic classes of offensive food adver- 
tising: advertising which is actually 
false, advertising which while liter- 
ally true is actually deceptive, and 
advertising which while literally true 
is unfair to competitors and destruc- 
tive in a sound business sense. 

A second interpretative statement 
Suggested for the bill is that in con- 
Struing and applying the definition 
of false advertising a reasonable 
allowance shall be made for harm- 
less trade puffing, which is tradi- 
tional in advertising practice. Harm- 
less trade puffing has been sanc- 
tioned, Mr. Dunn pointed out, by the 
ederal Trade Commission act, which 
Outlaws unfair methods of competi- 
tion, including false or deceptive ad- 
vertising. 

Durstine Talks 


The necessity of adding these two 
llterpretative statements is the more 
urgent because the federal law will 

the pattern for 49 false advertis- 
ing laws in the states, “all written in 
zeneral terms and hence open to 49 
administrative constructions.” 

Mr. Durstine spoke on the topic of 
advertising as an economic tool in 
distribution, answering critics who 
aver that conditions would be better 
were advertising banished to ob- 
livion. 

In a typical Eastern city last 
winter, when wheat, sugar and coffee 


S. W. Holmes and Mr. and Mrs. J. A. Spooner of the Viscose Com- 
pony. accompanied by Mr. and Mrs. Lewis M. Billingslea of Meredith 


to died onnwel A. N. A. — 


were being destroyed elsewhere, a 
local director of relief considered 
the cost of handling and transporting 
the surplus so as to feed the needy 
in this typical city. 

It was found, however, that adver- 
tised coffee, sugar and bread in the 
community could be bought on the 
open market at far less cost than 
that of handling and transporting the 
surplus. 

“Why is it,” Mr. Durstine asked, 
“that advertising is the target for so 
much comment and criticism when 
the other factors of distribution re- 
ceive such scant attention?” 

The chief reason, he asserted, is 
that advertising is so conspicuous, 
and the second that advertising de- 
liberately lays itself open to criti- 
cism. The paid testimonial is a flag- 
rant example. 

“Many of the other abuses are 
brain children of the depression,” he 
continued. “Publishers have been 
induced to drop the bars to admit 
many types of advertising which had 
never found a place in their columns 
a few years ago. Frankness, un- 
necessary frankness, to a point of 
nausea, in the discussion of the func- 
tions of the human body, has been 
condoned. Blatant claims, superla- 
tives, vulgarities, sensationalism, too 
much sex, unfounded promises — all 
have been characteristic of certain 
phases of advertising. Most will dis- 
appear as business gets better.” 


Radio Thrillers for 
Children Condemned 

Special broadcasts for children 
were condemned and defended at a 
symposium this week conducted by 
the Child Study Association at the 
Waldorf Astoria, New York, while 
some discussion was devoted to a 
plan for a clearing house represent- 
ing commercial interests, parent 
groups and education organizations 
hoping to develop experimental pro- 
grams, study effects of radio pro- 
grams and offer advice to broadcast- 
ers. 

Child broadcasters were con- 
demned, as were thrillers, which 
were said to be worse in their effect 
than comics and movies. Walter 
Damrosch defended juvenile _ pro- 
grams, praising radio’s part in de- 
veloping a musical appreciation 
among children. 


Cannon Mills Names 


Cole Advertising Head 


Gordon E. Cole has been appointed 
advertising manager of Cannon Mills, 
Inc., New York, to succeed D. F. Sul- 
livan, who resigned. 

Mr. Cole joined the organization in 
September to effect closer coordina- 
tion of sales and advertising. He pre- 
viously had been an account execu- 
tive with Pedlar & Ryan, Inc., and 
active in the publishing business, 
having been with Conde Nast Pub- 
lications, Inc., for many years. 


Miss Clute with Sears 


Bledean J. Clute, formerly with 
Joseph Horne & Co., Pittsburgh, and 
the advertising departments of the 
Davis Company, Chicago, and L. S. 
Ayres & Co., Indianapolis, has been 
appointed assistant advertising man- 
ager of Sears, Roebuck & Co., Indian- 
apolis. 


EPICIER... 


Pharmacien or Druggist 


GROCER 


Magasin or Store 


YOU'RE :. MONTREAL... 
and 60.8% is FRENCH 


“Envoyez-m’en douze boites.” 

“Ou se trouve le comptoir de l’épicerie?” 
“Au quatrieme, s’il vous plait!” 

“Avez-vous des pommes?” 

“Quel est le prix du beurre, aujourd’hui?” 


Or , 


@ You hear these snatches of talk in 

Montreal stores more often than 
you will hear “Send me a dozen boxes” ; 
“Where will I find the grocery coun- 
ter?”’; “Fourth floor, please’; “Have 
you any apples?”; “What is the price 
of butter today?” 


In fact, more people think, speak and 
read French in Montreal than in any 
other city outside Paris. Leading win- 
dows carry signs and display cards in 
French. French newspapers are in 
their homes, in the street cars and on 
the newsstands. The policeman, the 
street car conductor and the postman 
may speak both languages on duty, but 
it is FRENCH in their homes. French 
is the language of the sidewalks, most 
of the homes, of the radio announcers 

voices answer in French over 
the phone little children call out 
in French at their playgrounds! 


The 60 per cent of Montreal’s popu- 
lation that read, speak and think 
FRENCH must be reached through 
their own language—they read only 
FRENCH newspapers. Even the 
dealer—and the great majority of 
these are FRENCH—cannot feel a 
product is well advertised when he does not see the message in the newspapers he 
reads! 


Experienced merchandisers appreciate the support of manufacturers who make a di- 
rect appeal to the FRENCH consumers. In the wider area of the Montreal Market 
district, these FRENCH consumers outnumber those using another language 4 to 1, 
yet use just the same kind of money and need just the same kind of products! 


Total Population of the MONTREAL MARKET DISTRICT 
with a retail buying power of $584,048,400* per year 


(Nearly Six Hundred Million a Year) 


1,996,255 - - 72.8% FRENCH 


*Dominion Government Bureau of Statistics—Census of Retail Merchandising and Service Establishments. 


This FRENCH market responds excellently to sales and advertising plans 
fitted to its needs. The facts presented in these announcements are com- 
piled from Government and other authentic sources by the Montreal La Presse 
as part of its service to manufacturers and others who wish to develop to 
the utmost the trade possibilities of this important section of Canada’s 
population. 


MONTREAL 
MARKET District 


For full information on marketing conditions write the Business Manager, 
LA PRESSE (Canada’s French National Newspaper), Montreal, or 


S. L. Rees, 213 Metropolitan Bldg., Toronto, Ont. 

Clougher Corporation, 30 Maiden Lane, London, E.C.2 
William J. } New York Office: 200 Fifth Ave. 
Morton Co. Chicago Office: 410 N. Michigan Ave. 
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First Newspaper 
Campaign Begun 
by Calavo Group 


The 


cross be- 


Los Angeles, Cal., Nov. 21. 
calavo, that interesting 
tween the Mexican and Guatemalan 
avocado pear, is being forcefully 
brought to the housewife’s notice by 
the Calavo Growers of California in 
their first newspaper campdgn, in- 
volving a $50,000 schedule in major 
markets. 
this time 
association 


midwest 

Up to 11-year-old 
California marketed 
the hybrid fruit as a specialty prod- 
uct, advertising in magazines. 
When the West 
ply jumped 500 per cent in the last 
year, steps toward national distribu- 


the 
has 


class 
coast 


avocado sup- 


tion were decided upon. The present 
campaign is significant 
addition to the cooperative advertis- 
ing campaigns by fruit growers. 
Copy running from 2,500 to 5,000 
lines is called for by the schedule, 
with five insertions in four weeks. 
Some of the already ap- 
peared in Chicago and Detroit news- 
The plan calls for repeats 
at 90-day throughout the 
ending in the middle of 
The Calavo growers advertis- 
handled by the 
Lord & Thomas. 


Give Serving Suggestions 


seen aS a 


copy has 
papers. 
intervals 
season, 
June. 

ing is Los 
office of 


Angeles 


“The aristocrat of salad fruits” 
is the description given the im- 
proved avocado or alligator pear in 
the copy, which stresses fibreless 
meat and small seeds, and notes 
that the new product contains a 


wealth of flavor-bearing natural fruit 


| ganization 


ADVERTISING AGE 


oil peculiar to calavos. “Bumper 
crop prices” are emphasized. 


Serving directions are given in 
the advertising for Calavo, which, | 
a closing line states, is “marketed 
by the growers’ own non-profit ce- 


operative sales organization.” In- 
sertion dates are left to the dis- 
cretion of local distributors, and are 
determined by speed of newspaper 
advertising department cooperation 
and success in arranging price tie-in 
copy. 


Taylor Addresses Club 
Norman T. Taylor, 
and director of 


vice-president 
Magill-Weins- 


sales, 


Follows Prune Drive 
The Wisconsin Cheesemakers’ As- 
lsociation, meeting in Sheboygan 
Nov. 14-15, approved the work of its 
/publicity group, and discussed its 
|program which will be similar to 
ithat of the United Prune Growers of 
California. Cramer-Krasselt Com- 
pany, Milwaukee, is in charge. 


Calahan Resigns 


Harold A. Calahan, formerly pro- 
motion manager of the Conde Nast 
Publications, has resigned as promo- 
tion manager of Delineator, and will 
resume his business of publishers’ 
counselor at 444 Madison Ave., New 
York. 


heimer Company, Chicago, addressed | 


the Nov. 20 meeting of the Women’s 
Advertising Club of Chicago, speak- 
ing on “Follow Through in Advertis- 
ing.” Mr. Taylor stressed the im- 
portance of an advertiser’s dealer or- 
being up to par with his 


copy. 


Appoints W. I. Tracy 


Advertising of the Bahamfan Mus- 
tard Company, New York, has been 
placed with W. I. Tracy, Inc., New 
York. Newspapers and magazines 
will be used. 


ARNSDALL 


Chooses FEDERAL 


® Federal Dealer Signs accomplish two important 
functions for any manufacturer: first, they point out 
where your product may be purchased; second, they 
remind the buying public to purchase your product 
after your other advertising has created the desire 


to buy. 


That is why Barnsdall chooses Federal Dealer Signs. 
They have found Federal Signs a vital connecting link 
between all their advertising and the dealer's place of 


business where Barnsdall products are for sale. 


Night and day Federal signs tell the public where to 
buy Barnsdall oil products—remind them of their high 


quality. 


Dealer Signs are a necessary part of any well bal- 
anced merchandising program. Federal Electric is 
adequately equipped to erect and service signs for 


your dealers throughout the nation. 


By day, as well as by night, this attractive Federal dealer sign 
points out that Barnsdall products may be purchased at their 


dealer's place of business. 


FEDERAL ELECTRIC COMPANY, INC. 
Claude Neon Federal Company 


225 


Subsidiaries: 


North Michigan 


CINCINNATI 
MILWAUKEE 


\FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 
(CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Witchita, Kansas 


DALLAS 
MINNEAPOLIS 


Avenue, 
DULUTH 


Chicago, 


HOUSTON 


INDIAN 
NEW ORLEANS L 


PHI 


AP Ss 
ADELPHIA 


Illinois 
OLI 


Small Samples 
in N. Y. Paper 


New York, Nov. 22.—How adver- 
tisers are constantly testing public 
reaction to any given offer in order 
to create indexes for future guidance 
was indicated by use of large space 
in the New York News earlier this 
month by the Kotex Company, Chi- 


cago. The’ single advertisement 
quoted Mary Pauline Callender, of 
the Kotex Company, as saying, “{ 


want to send every woman reader 
two free samples of the new Won- 
dersoft Kotex.” 

Results were reported to be high- 
ly satisfactory to the Kotex Com- 
pany in view of the fact that the 
sampling offer was hardly as gener- 
ous as it appeared. The usual re- 
tail price of the samples offered is 
about three cents, and the user of 
the coupon had to spend at least 
one cent, and more often, two, in 
order to take advantage of the 
offer. 

This fact was calculated to shut 
out all who were not genuinely in- 
terested in testing the new Kotex 
The trial gave Kotex some interest- 
ing figures on which to base futur: 
advertising, though it has not been 
determined whether or not this par- 
ticular offer will be repeated. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


SALESMEN WANTED 


Men, or women, with successful 
records in business paper circulation 
work can make profitable connection 
| with high class publication for rep- 
| resentation in Boston, Cincinnati, 
| Baltimore and Pittsburgh. Give ref- 
erences in application. Address Box 
582, ADVERTISING AGE, Chicago. 


| POSITIONS WANTED 


Advertising, merchandising man 
with excellent background of 10 
years, seeks connection. Capable 
copywriter and creative man with 
sound ideas. Box ADVERTISING 
AGE, Chicago. 


523, 


Wanted 
Position in advertising department 
as manager or assistant or produc- 
tion man. Seven years experience 
building materials; expert in print- 
ing production. Will 
Reward 
employer with intelligent, honest 
service, ideas and hard work. Modest 
salary. Age 32, married. Best refer- 
ences. Box 525, ADVERTISING AGF, 
New York. 


RAPID’S CELEB. 
SE RIES! eee 


Georgie might 
Sorry, kids.) 


unravel us an ad. 


“Oh. what's Schenec- 


tady?” 


Jaw-horge. 


“It's a town, dummy.” 
“Oh. 
sentence. 

it disconnected he- 
“Never mind, folks. 
next time.” 


e 
PHOTOSTATS 


RAPID COPY SERVICE 


{ Vanderbilt 3-3680 
New York ) For all branches 
Cleveland: pee os 
: \ State ~ 
Chicago ) State 5980-1 


I thought it was part of a 
You know. ‘After he got 
Ouch! 


Try Rapid 


wiht cee ce ae Ail Salle, Mee Raa 


Novem 
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ADVERTISING AGE 


—_ 


PHOTOGRAPHIC REVIE 
OF THE WEEK 


CERTAIN-TEED FLEET ON TOUR IN BETTER HOUSING CRUSADE 


A fleet of 12 cars carrying advertising material and information on the federal housing act will be used 
this winter to stimulate modernization and home building and use of Certain-teed products in the South. 
(Story on Page 24.) 


A FORCED PAUSE BETWEEN SESSIONS THEY'RE OFF 
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The 63-foot "Director," sailing on 
a South Seas expedition for Amer- 
ican Museum of Natural History, 
carries the products of many na- 
tional advertisers. Here is Gladys 
Liggett, vice-president, Three-In- 


Hurrying from the luncheon session of the A. N. A. on Monday to 
group meetings which followed, this busy foursome Pree ees | an One O1C a ad 
‘Advertising Age" cameraman. They are, left to right, A. E. Tatham, aie a eeaperes ra ‘“~* th 4 
Bauer & Black, Chicago; Paul Ellison, Hygrade Sylvania Corporation, speed to two members of me 
New York; Arthur H. Boylan, Drackett Products Company, Cincinnati, Craw 

and Kenneth Laird, Western Company, Chicago. 
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The premiere performance of these Sue Hastings marionettes, repre- 

senting many General Foods products, won wide acclaim at the 

National Hotel Exposition, New York. The show, built around a 

party in the original Maxwell House, will be shown at other exposi- 
tions. Benton & Bowles, Inc., is the agency. 


DISCUSSING THE "HAASE REPORT" 


Although all A. N. A. closed sessions ran from one to three hours 
overtime, members took advantage of the short recesses to continue 
the discussions begun in the meetings. The two members standing 
are: Tom Driscoll, Armour & Co., Chicago, and Marvin Harms, 
Premier Pabst Sales Company, Chicago. Seated are: Albert E. 
Haase and |. W. Digges, who collaborated on the report. 


PROVEN WINDOW DISPLAY MADE STANDARD FOR PERFUME 


LATHER BOWL IS MENNEN INNOVATION 


This new bowl, containing Mennen Lather Shave, has just been intro- 
_ duced to the trade. It is designed to retail for 75 cents. 


This Evening in Paris window has been found to be a sales maker, and has become standard. Bourjois is 
believed to be one of the first to sponsor the large’ and open display as opposed to mass displays for 
drug stores. Lord & Thomas handle the account. 
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JUDGMENT 


A short short story 


For four years Louis Paul re- 
ceived no encouragement from 
magazine editors until Esquire | 
discovered him and printed 
his first short story. Inciden- 
tally. that story just won the 0. 


Henry Memorial Award as the 


best short story printed in any 


American magazine in 19:34. 


(A reprint of No More Trouble for 
SJedwick, the O. Henry prize-win- 
aning story, will be sent on request.) 


ESQUIRE, Palmolive Bldg... Chicago 
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